PUBLISHED 
WEEKLY at 100 
—E. OHIO ST. 
DEL. 1337 


Advertising 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, I., under the act of March 3, 1879. 


. 


NEW YORK 
330 WEST 


FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 9, No. 47 


November 21, 1938 


5 Cents a Copy, $1 a Year 


Rough Proofs 


Judging by the sensation created 
py B. F. Goodrich’s beautiful nude 
in its industrial publication copy, 
hard-boiled production men can be 
appealed to emotionally, if you pick 
the right emotion. 


, Vv 


After seeing the beautiful un- 
draped lady who ornamented the 
Goodrich belting ad by demonstrat- 
ing the latest in girdles, Steel re- 
marked editorially that it probably 
had something to do with navel 
armament. 

7. VS 


Nudes in industrial copy have 
been as scarce as fan dancers at 
Rotary luncheons up to now, but 
it looks as if Hollywood photogra- 
phers have discovered a virgin 
market. 

= | 


So many idea men have declared 
themselves in on advertising profits 
by way of court action of late that 
advertising managers for national 
accounts may soon be able to qual- 
ify only if they are deaf and dumb. 


" =. 


Many a bright lad who goes to 
a big advertiser with a “million- 
dollar idea” is perfectly willing to 
settle later on for about half of that 
amount. 

v,vyY 


Until the wage-hour situation is 
cleared up by Washington, copy 
men who never get an inspiration 
until after 6 p. m. will toil over- 
time at their own risk. 


oe 


“Life keeps its readers informed, 
not deluded, about the world they 
live in.” 

No, Virginia, there is no Santa 
Claus. 

vvy 


After reading the biography of 
Charles I. Luckman, vice-president 
and general manager of Pepsodent 
at 31, the skeptical reader is com- 
pelled to admit that he must have 
something to go on besides his 
name. 


, F F 


Noting with mixed emotions the 
acceleration of business recovery 
following the election, administra- 
ton leaders can’t be blamed for 
murmuring, “This hurts us more 
than it does you.” 


vfs ey? 


_ Wurlitzer is teaching 30,000 stu- 
cents to bang pianos, toot cornets 
ind pound the drums, but avoids 
public indignation successfully by 


confining them in sound-proof 
studios, 

a 
The 


Committee of Americans is 
‘dvertising to make more people 
‘onscious of taxation. Those who 
aren't conscious of it by this time 
‘re unconscious. 


ee. 9 

The models’ union is indignant. 
‘he prize-winning Sunkist poster 
fot the blue ribbon without the 
“ightest aid from feminine pul- 
chritude. 


7 vg 
_ Racing was advertised to Massa- 
~usetts voters as “the salvation of 
the American thoroughbred.” It 
“kes dough to make a Seabiscuit. 


Copy Cup. 


LIFE ADVERTISERS’ OFFICERS 


. 


Officers of the Life Advertisers Association took to the Boardwalk between ses- 


sions of their Atlantic City convention. 


Left to right are John H. McCarroll, 


Bankers Life Company, Des Moines, la., new president, and Cyrus T. Steven, 

Phoenix Mutual Life Insurance Company, Hartford, Conn., whom he succeeds; 

Karl Liung, Jr., Jefferson Standard Life Insurance Company, Greensboro, N. C.., 
new vice-president; and William L. Camp of Hartford, retiring secretary. 


Urges Editorial 
Scrutiny of Ad 


Copy in Magazines 


"Tailor-Made" Tech- 
nique Praised at Insur- 
ance Meeting 


(Pictures on Page 31) 
Atlantic City, N. J., Nov. 16.— 
His adventures in adapting copy to 
the readership of the particular 
Magazine in which it is to appear, 
were related to the Life Advertisers 
Association here yesterday by C. W. 
Van Beynum, publicity manager for 
the Travelers Insurance Company, 
Mr. Van Beynum, who exhibited 
samples of advertising designed 
specifically for certain magazines, 
made the startling suggestion that 
editors of those magazines should 
be endowed with power of accept- 

(Continued on Page 29) 


Electric Razors 
Via Western Union, 
Gillette Gift Offer 


(Picture on Page 31) 
Boston, Nov. 17.—In launching 
the first Christmas drive for its 
new electric shaver, Gillette Safety 
Razor Company will 
merchandising innovation by mak- 
ing it possible for consumers to 
purchase the gift at any Western 
Union office in the United States 
and have it delivered, without 
charge, to any designated point. 
The established price of $20 will be 
maintained and buyers will be per- 
mitted to send a ten-word message 
with the gift at Gillette’s expense. 
Announcement of the offer will 
be made on Nov. 27 in rotogravure 
sections of the Baltimore Sun, Bos- 
ton Globe, Buffalo Courier-Express, 
(Continued on Page 29) 
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High Court Racks 
Kellogg Stand on 
Shredded Wheat 


Washington, D. C., Nov. 16.—Re- 
versing a former adverse decision by 
itself, among others, the Supreme 
Court of the United States this week 
ended the long legal battle between 
the Kellogg Company and the Na- 
tional Biscuit Company by holding 
that the latter has no exclusive 
right to the name “shredded wheat”; 
that the Kellogg Company has been 
fair in marketing and advertising its 
own shredded wheat and that the 
Battle Creek company can use both 
the name and the pillow-shaped 
form, provided that it exercises due 
caution to prevent confusion be- 
tween its product and that of its 
competitor or competitors. 

Justice Brandeis wrote the opin- 
ion, from which Justices Butler and 
McReynolds dissented. Patent rights 
on shredded wheat expired in 1920 
and not only Kellogg, but any other 
manufacturer was free thereafter to 
use that name, according to the Su- 
preme Court. 

“Like every other member of the 
public,” said the court, “Kellogg was 
and remained free to make shredded 
wheat when it chose to do so, and to 
call the product by its generic name. 
The only obligation resting upon the 
Kellogg Company was to identify its 
own product lest it be mistaken for 
that of the plaintiff.” 

Kellogg has met this responsibil- 
ity, the decision said, to the best of 
(Continued on Page 25) 


New Government Curbs 


Seen in Attack by Arnold 


Revenue Bureau 
Joins U. S. Hunt for 
Advertising Evils 


Detroit, Nov. 17.—Another branch 
of the federal government, the 
Bureau of Internal Revenue, is 
evincing an interest in national ad- 
vertising, it was learned today. An 
exhaustive study has been under- 
taken in the automobile industry in 
an effort to ascertain the status of 
advertising as a cost factor in the 
computation of the excise tax levied 
on automobiles. 

Advertising practices in the auto 
industry have been made the sub- 
ject of searching investigation by the 
Bureau which has been conducting 
a series of conferences with repre- 
sentatives of car manufacturers 
during the past few weeks. Par- 
ticular attention has been paid to 
direct factory advertising; so-called 
dealer copy placed by the manufac- 
turer; and allowances made to deal- 
ers for local copy placed by the 
latter. 


Not a Manufacturing Cost 


Automobile accounting experts 
interviewed by ADVERTISING AGE 
asserted that advertising cannot be 
termed a manufacturing cost, the 
stipulated basis for levying of ex- 
cise taxes. “We don’t keep our 
books that way,” was the manner 
in which an executive of one of the 
“Big Three” in the low price field 
expressed the industry’s position. 
“We don’t count a dime of advertis- 
ing expenditure in with manufac- 
turing costs. Advertising belongs 
to the distribution or selling costs.” 

Automobile men acquainted with 
the Bureau’s study generally felt 
that the government’s findings 
would have little effect either on 
advertising in the auto field or on 
existing excise taxes. They ex- 
pressed apprehension, however, 
over the Bureau’s sudden interest 
in advertising as another indication 
of the government’s “monopoly” 
hunt. Any information the Bureau 
can gather, they said, will probably 
be held aside for some action 
against car manufacturers sched- 
uled to follow the current finance 
case. 


Last Minute N owe 


Gibson Distilling Account to Federal 


New York, Nov. 18.—Gibson Distilling Company, affiliate of Schen- 
ley Products Company, has placed its advertising account with Federal 
Advertising Agency, effective Jan. 1, 1939. Jules B. Singer will be the 
account executive for Gibson’s whiskies, rum and gin. 


Hupp Sketches Campaign for Debut of New Car 

Detroit, Nov. 18.—Shortly after the first of the year Hupp Motor 
Car Corporation will introduce another new model, similar to the Cord, 
the dies of which Hupp recently purchased. Grace & Bement, Hupp 
agency, said today that advertising plans are now being formulated to 
include newspapers, magazines, radio and outdoor. 


Newspaper Copy to Hail B. & O. Streamliners 


Philadelphia, Nov. 18.—Newspaper copy in all cities served by the 
Baltimore and Ohio on the Chicago to Washington run will be used 
next week to announce exhibits of modernized equipment installed 
aboard the Capitol Limited. Diesel-electric locomotives will be used on 
the two streamliners to be placed in service Nov. 23. Richard A. Foley 
Advertising Agency handles the account. 


Record Drive for National Distillers 


New York, Nov. 18.—In anticipation of the biggest holiday sales 
season since repeal, National Distillers Products Corporation will launch 


a record campaign in behalf of its four bottled-in-bond whiskies. 


Copy 


will appear in 300 newspapers and in Collier’s, Esquire, Fortune, Liberty, 


Life, and Time. 


Advertisers Look to 


"Monopoly" Study for 
Next Chapter 


New York, Nov. 17.—Although 
the initial anxiety stirred up by 
the vigorous anti-advertising pro- 
nouncement issued by the U. S. 
Department of Justice was allayed 
somewhat this week by a second 
clarifying statement in which As- 
sistant Attorney General Thurman 
W. Arnold denied the department 
seeks any jurisdiction over adver- 
tising, merchandising circles con- 
tinued to express grave concern 
over what was generally considered 
another evidence of government 
restriction of business. 

Other developments of the week 
closely allied with this situation in- 
cluded the following: 

1. ADVERTISING AGE learned that 
the Internal Revenue Department 
has launched a study of advertising 
in the automobile industry to de- 
termine a cost formula in connec- 
tion with the levying of excise 
taxes. (Details are reported in an 
adjoining column). 

2. The consent decrees signed by 
Ford and Chrysler were condition- 
ally approved by a federal court in 
Hammond, Ind. 

3. Advertising men perceived a 


significant connection between Mr. . 


Arnold’s attitude toward advertis- 
ing and his membership on the 
Temporary National .. Economic 
Committee, the so-called O’Ma- 
honey monopoly investigation. 
Immediately following the re- 
lease of Mr. Arnold’s announcement 
of the Ford and Chrysler consent 
decrees with its accompanying in- 
dictment of national advertising, a 
flood of inquiries descended on the 
Department of Justice with liter- 
ally hundreds of requests for ex- 
planation of the department’s atti- 
tude toward advertising. This storm 
was punctuated by a wave of edi- 
torial criticism of Mr. Arnold’s rea- 
(Continued on Page 8) 


Says Advertising 
Must Reach Status 
of a Profession 


Cincinnati, Nov. 17.—A plea for 
the elevation of advertising “to the 
dignity of a profession,” was 
sounded here this week by James 
A. Horton, chief examiner of the 
Federal Trade Commission, before 
Advertisers Club of Cincinnati. 

“To enter the advertising profes- 
sion a man should be required to 
pass examinations on certain basic 
factors and sciences necessary to 
his profession the same as other 
professions,” Mr. Horton said. “He 
should not only know how to write 
copy, prepare layouts and buy ad- 
vertising, but he should be well 
versed in economics, research, con- 
sumers’ opinions. When this is 
done, unfair advertising will be past 
history.” 

Acknowledging the contributions 
of advertising to the American 
standard of living, Mr. Horton said 
that the majority of advertisers “do 
a good job in truthfulness,” but it 
is to protect the consuming public 
from the actions of a few that such 
laws as the Wheeler-Lea act are 
made necessary. He expressed the 
opinion that it would be good busi- 
ness for advertisers to cooperate 
more closely with bona fide con- 
sumers’ groups. 
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Copy Testing 
Headlined by N. Y. 
Council of 4A’s 


New York, Nov. 17.—Copy test- 
ing occupied the spotlight here to- 
day at the fall meeting of the New 
York Council, American Association 
of Advertising Agencies. The sub- 
ject was discussed by Harold B. 
Thomas, chairman of the Associa- 
tion of National Advertisers’ copy 
testing committee; W. S. Townsend, 
president, Townsend & Townsend; 
and Dr. Henry C. Link, president 
of the Psychological Corporation. 

Further emphasis on the same 
topic was provided by a humorous 
skit written by C. L. Whittier, vice- 


WOMEN Like LOOK 


president, Young & Rubicam, enti- 
tled “Shall we test copy?” Wilfred 
S. King, radio director for J. M. 
Mathes, directed the show. 

Victor O. Schwab, chairman of 
the New York Council, and presi- 
dent, Schwab & Beatty, presided 
over the gathering which was closed 
to all except members. In addition 
to the speakers named, those on the 
program included Arthur C. Niel- 
sen, president, A. C. Nielsen Com- 
pany; Gardner Cowles, Jr., presi- 
dent of Look, and Mrs. Hortense M. 
Odlum, president of Bonwit Teller 
& Co. 

The evening session was devoted 
to an informal dinner and enter- 
tainment. The baseball trophy do- 
nated by the council was presented 
to Lord & Thomas, and a sound 


HY does Look attract women readers? Why 

do young, alert women read every issue from 
cover to cover? Check any issue of Loox for women 
appeal and you'll know the answer. Between its 
covers are picture stories covering the wide range 
of every woman’s interests. Here, on this page, are 
a few of the women interest subjects in one issue of 


Look. Add many more picture-story subjects to 
these and you'll know why women like LOOK. 


The Movie Preview, a regular Loox feature, like 
Looxk’s picture stories of screen and stage stars, is 
packed with interest and drama for women readers. 


| 


| 


- © | 


What woman is not interested in keeping slender and 
youthful? Loox’s picture stories make these personal 
improvement subjects entertaining and helpful. 


BAPOSED \ 
——— i 


SS 


LOOK is read from cover to cover by every member 
of the family. Advertisers are finding that this kind of 
whole family readership moves merchandise . . 


heat 
eric SE) 


fast! 


Personalities. Whether it’s a review of 
Anne Lindbergh’s book “Listen, The 
Wind,” or a story about the Duchess of 
Windsor, these women who make news 
are a constant source of interest. 


movie by Time and Life with Walt 
Disney was another feature. A 
special recording of “Information, 
Please,” was also presented with 
the regular cast of Clifton Fadiman, 
The New Yorker, John Kieran, 
New York Times, and Franklin P. 
Adams, New York Post, augmented 
by Roy Durstine, president, Batten, 
Barton, Durstine & Osborn, and 
Edgar Kobak, vice-president, Lord 
& Thomas. 


New Press Service 


The North American Press Serv- 
ice has been organized at 18 E. 48th 
street, New York. J. V. Clarke is 
president, and Samuel Zamen, for- 
merly with Publishers’ Autocaster 
Service, New York, is vice-presi- 
dent. 


To 


brings a wealth of helpful in- 
formation on child care, fam- 
ily health, discipline and edu- 
cation. 
training alive and interesting. 
Look helps her to answer 
many of the countless ques- 
tions the youngsters ask. 


Robison Directs 
Caterpillar Sales 


Donald A. Robison has been ap- 
pointed general sales manager of 
Caterpillar Tractor Company, Pe- 
oria, Ill. 

He joined the company’s West- 
ern division in 1926 as a manual 
laborer in the parts store room. 


Four to MacKenzie 


MacKenzie, Inc., Minneapolis, 
has been appointed to handle ad- 
vertising for the following Minne- 
apolis and St. Paul companies: 
Excelsior Baking Company, Minne- 
sota Commercial Men’s Associa- 
tion, insurance; Aulwood Mfg. Com- 
pany, polishes and cleaners; and 
Minnesota Paper & Cordage Com- 
pany. 


the busy mother Loox 


Look makes child 


(World Copyright NEA 1938) 


Personal and Social Problems; im- 
portant problems such as Birth Con- 
trol, Divorce, Taxation and Housing 
become alive, interesting and under- 
standable in Looxk’s picture language. 


Auto Linage 
Perks Up with 
Stimulus of Shows 


New York, Nov. 18.—Automopj, 
linage in newspapers, although Wel) 
below the 1937 volume for the ye,, 
to date, this week showed stro), 
signs of a comeback as the offic, 
1939 auto selling season got off ;, 
a flying start with simultaneo, 
shows in 15 cities. 

Reports gathered by ADverrisn, 
AcE today from all of the sho, 
cities indicated that automobj, 
copy this year was spfead mo» 
evenly over the entire week, jp, 
stead of heavy concentration in gp. 
cial show issues as in former yea», 
There was also a liberal sprinkling 
of pre-show copy. ; 

Despite the fact that linage yy. 
ume, as indicated by the prelim). 
nary data on hand today, will pro. 
ably not reach the high expectatio, 
anticipated earlier this fall, records 
for the week run considerably ahex 
of the 1938 trend to date. 

Highlights of the 14-city surye, 
showed the following: ; 

New York: Two papers expeq 
gains of more than 10 per cent ove 
the 1937 show week; one will 
slightly above 1937; and two shoy 
losses of about 9 per cent. 

Chicago: One paper is up 6 pe 
cent; four show average loss of }f 
per cent. 

Philadelphia: Week’s total ex. 
pected to go slightly above 1937, 

Detroit: One paper down 2.6 per 
cent; one paper down 14.2 per cent 
one paper down 23 per cent. 

Los Angeles: Show issues dow 
but total for week expected to g 
over 1937 volume. 

Pittsburgh: Three papers show! 
slight losses. 

Boston: Average losses 6 per cent ’ 


St. Louis: Two papers lost aver. 
age of 15 per cent, one gained 1§ 
per cent. 

Buffalo: One paper about 2 per 
cent ahead of 1937; two paper 
down about 13 per cent. 

San Francisco: Average drop 
about 17 per cent. 

Milwaukee: Despite labor dis- 
turbance and picketing with conse- § 
quent attendance loss of 10,000 at 
show, week’s linage up 10 per cent 
for one paper; down 6 per cent for 
another. 

Omaha: Week’s total 2 per cent 
above 1937. 

Des Moines: Week’s volume |! 
per cent under 1937. 

Columbus: One paper 1 per cen! 
ahead of 1937; second down slightly 

New Haven: Show issues up; ex- 
pect week’s volume to _ increas 
about 17 per cent over 1937. 


Wood Joins Agency 

A. D. Wood has joined Mackay & 
Savary Advertising Service, Cal- 
gary, Alta. He has been in the 
advertising department of the Co 
gary Herald for the past 10 year 


Opposes Chain Tax 

The National Association of Reé 
Estate Boards went on record # 
its convention in Milwaukee No 
12 as opposing the Patman chal 
store tax legislation. 


er 


ELMER'S GONE FISHING: 
- -\ 


——— 


HE HAS TIME TO FISH 
SINCE HE FOUND HE 
COULD COVER THE 

“ECONOMIC BUYING AND 
SPECIFYING POWER” 


OF THE ANNUAL 


$2,000,000,000.0! 
HIGHWAY MARKET 


WITH ONE PUBLICATION 


ROADS mo STREETS 


A GILLETTE PUBLICATION @ cH! 
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ADVERTISING AGE 


J unior’s a bright little lad. 


His Dad will tell you about his 
I. Q. on the slightest provoca- 
tion. But the other day when 


get 62¢ out of every retail dollar 
spent today. Leaving just 38¢ 
for all the other markets in the 
country. 


about city coverage that our ad- 
vertisers are proving to them- 
selves week after week. 


Would you like to have the whole 


eal Dad held out a nickel in one And when you pile up the lion’s — story? We'll be pleased to show 
droll hand, and a dime in the other, | share of 5,300,000 copies in the _ it to you. And even more pleased 
dis Junior took the nickel. areas that make the lion’s share _ to show you, in a test campaign, 
oa 3 of the sales, that means some- how Tuts WEEK actually goes 
aa Because the nickel looked bigger. ' : ' y 6 
hy~ thing. To be exact, it means to bat for you where you need 
cont s+ § THis WEEK covers 3 to 5 times it most. 

on D AD got a good laugh out of 48 many families as the other 

+ cent f that. Yet he went down to ™agazines in these big cities . . . 


WHAT THE MILWAUKEE 


his office the next day, and did It means your magazine cam- 


practically the same thing. 


He was making up his magazine 
list. And he had to choose be- 
tween a national magazine with 
circulation spread all over the 
land, and Tu1s WEEK Magazine, 
concentrated in 24 big city 
markets. He chose the national 
magazine. 


Because its market looked bigger. 
D*: going to find he’s been 
short-changed on sales, just 


as Junior was on lollipops. For 
THis WEEeEK’s big city markets 


paign is missing something, if it 
tries to cover these markets 
without THis WEEK. 


ry i 7 


W: were telling this to a na- 
tional advertiser recently, 
and he wanted to be shown. So 
we had an independent research 
organization make a survey for 
him, among a typical group of 
big city families. The result is 
summed up briefly below. 


This takes in only 1,007 families. 
It covers just one typical city— 
Milwaukee. But it tells a story 


ig ll 


THIS WEEK sells BOTH sides of a 


\(c=y A 


SURVEY SHOWED 


about THIS WEEK, 
2 national weeklies, 
and 5 women’s magazines: 


1. TW reaches almost 5 times as 
many homes as the top-ranking 
weekly; almost 4 times as many as 
the top-ranking women’s magazine. 


2. Of TW’s 785 homes, 73.5% read 
neither of the 2 weeklies; 50.7% 
read none of the 5 women’s maga- 
zines; 43.3% read no one of the 7 
magazines. 


3. TW cuts thru all income groups; 
with greatest emphasis on the im- 
portant “middle class”. 


4.TW is read in 96.4% of the 
homes receiving it... by as many 
members of the family as the week- 
lies; by more than the women’s 
magazines. 


Just name the day, and we'll give 
you the actual figures! 
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A. A. Littler, proprietor of two out- 
standing men’s apparel stores, was 
one of the promoters of the $5,000 
open golf tournament in Seattle. He 
likes Liberty’s sports articles partic- 
ularly ‘“‘because they give both sides 
of the argument—like those Dizzy 
Dean-SamBreadonbaseballarticles.”’ 


Comstock 
is president of Electrical 
Products Consolidated. 
- About Liberty Mr. Com- 
3 , stock says, “I find that 
. weighty problems and 
EF light fiction are equally in- 
; teresting reading in your Stephen F. Chadwick, lawyer, , 
di magazine.” was recently elected National J. W. Spangler, vice-president of the First ; 
a -_ Commander of the American National Bank, is one of the most popular men in 
_ he we dda” 9 Legion. Successful attorney, Seattle. Respected and admired by both labor and 
compelling speaker, says “I read business groups, he is at present on the Board of 
Liberty for relaxation and in- Trustees of the United States Chamber of Com. 
formation. The timing feature merce. “Liberty,” says Mr. Spangler, ‘“‘covers « 
appeals to me.” wide range of subjects—but its chief advantag 
is making these subjects vital and interesting.” 


» s 


* 


Harry J. Beernink is general mana- 
ger of the Washington Cooperative 
Egg & Poultry Association, said to be 
the largest egg distributors in the 
country. “‘I enjoy Liberty’s entertain- 
ment,” says Mr. Beernink—‘“‘like that 
Jack Dempsey article about Max Baer, 
and the short stories.”’ 


Darwin Meisnest, better known as 
“Dar” to University of Washington 
athletes, is vice-president of the Wash- 
ington Athletic Club. Vitally inter- 
ested in aviation and American affairs, 
he finds much of interest in Liberty. 
‘Liberty doesn’t pussy-foot,”” he says 
—‘“‘it calls a spade a spade. Editorial 


2 a. or story, you can be sure it squares 
cs with the facts—and gets them over 
i 4 simply and quickly.” Mrs. F. F. Powell, only woman member Edward W. Allen is Chairman ¢ 


the International Fisheries Commis 
sion. A regular Liberty reader, 
says ‘Although I don’t always agr 
with them, I always read M 
Macfadden’s editorials . . . his views 


of the City Council, is prominently associ- 
ated with the Parent-Teachers Association 
and other women’s groups. ‘‘I am impressed 
by Liberty’s inspirational subjects—such as 
the splendid articles on the Oxford group.”’ 


This is Pike Street at Third Avenue, a 
busy intersection in midtown Seattle. 


ioe: 
ass. 


Alvin Ulbrickson, former stroke 
of the U. of Washington crew and 
Phi Beta Kappa, now coaches the 
Husky crew—five-time winner of 
the Poughkeepsie Regatta. He 
says, ‘‘Liberty is always interesting 
tome—not only in the field of sports, 
but also in politics—like those 
articles by President Roosevelt.” 


arehonest—and forcefully expressed.” 


F. W. Hull is manager of the 
$7,000,000 Olympic Hotel, one of 
the largest west of the Rockies. “I 
read Liberty from the editorial pag® 
clear through to the editor’s page, 
says Mr. Hull, ‘‘and I especially «™ 
joy the stories . . . Incidentally, 
Liberty is a leader in sales at the 
magazine stand here at the hotel.’ 
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in the wilderness of the Pacific Northwest. With 
‘Alaskan gold Seattle boomed, population tripled. Then 
came logging, fishing, shipping, and industry to replace 


 . years ago, Seattle was a trading post 


the excitement of the gold rush, and Seattle settled down 
to solid, steady progress. 

Today, a growing city of half a million, Seattle still has 
a varied and exciting life. It is base of supplies for Arctic 
expeditions; market place for Alaskan salmon and Jap- 
anese raw silk, Indian copra and Philippine hemp. It man- 
ufactures chairs and china sets for Evanston and White 
Plains homes, fertilizers for Wisconsin farmers, and huge 
Boeing planes for the Army and the airways. 

Seattle is another example of the way magazines work: 
the better the community the more people read magazines. 
In this city where nearly half the families own their own 
homes (second highest home ownership in America) the 
3 basic weeklies—Liberty, Collier’s and the Saturday 
Evening Post—reach two-thirds of the total families. 
Liberty, alone, sells over 21,000 copies—goes into every 
fifth home. 

On these pages we introduce some of Liberty’s better- 
known readers in Seattle. What these important business, 
civic, and social leaders say and think about Liberty re- 
veals the power and standing of this magazine locally. 

Seattle is another local demonstration of Liberty’s na- 


tional reputation. Another example of the confidence and 
interest of Liberty’s millions of readers. It is this reader 
respect which enables Liberty to carry worthwhile ad- 
vertising into the minds of worthwhile people. 


Seattle from Puget Sound. At the largest commercial piers in the world 
(foreground) ships in the Oriental trade load and unload precious cargo. 


W. Walter Williams is president of the 
Seattle Chamber of Commerce and chief 
executive of Continental, Inc.—mortgage, 
banking, and property management firm. 
Mr. Williams says “I like Liberty’s edito- 
rial page—always timely, and reflecting 
the viewpoint of common-sense people.” 


E. L. Skeel is a member of 
Roberts & Skeel, prominent 
Seattle law firm, and vice- 
president of the Seattle 
Chamber of Commerce. A 
regular reader, Mr. Skeel 
likes Liberty “because its 
content treats present-day 
problems realistically—in 
serious article or enter- 
taining story, there are al- 
ways plenty of striking 
ideas strikingly presented.” 


Copyright, 1938, Liberty Magazine 


William O. McKay, Ford and Lincoln- 
Zephyr dealer, is a football enthusiast 
who expects “‘a lot of interesting football 
stories every year in Liberty.”’ You'll get 
them Mr. McKay . . . Mr. Macfadden’s 
editorials and Liberty’s war stories are 
other features that Mr. McKay looks for 
and enjoys regularly. 


ae 


Emil G. Sick is president of the Seattle 
Brewing and Malt Company and owner 
of the Seattle Rainier Baseball Team, for 
which he just finished building a new 
$250,000 stadium. ‘‘Real sports authorities 
do the writing in Liberty,” says Mr. Sick. 
“That Sports Preview by Yankee Stade 
was particularly impressive.” 
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FCC Scrutinizes 
Methods of NBC 
Artists’ Bureau 


Radio Investigation 
Hears Strong Plea by 
RCA President 


Washington, D. C., Nov. 17.—The 
relationships between program de- 
partments of radio broadcasting 
chains and advertising agencies will 
be thoroughly probed by the Fed- 
eral Communications Commission 
in its investigation of alleged mo- 
nopolistic practices in broadcasting 
now under way, it was indicated 
this week. 

Following the first day’s testi- 
mony of David Sarnoff, RCA presi- 
dent, who asked that radio be kept 
free of further government controls 
and who pleaded for adoption of a 
system of self-regulation through 
“an industry code that advances 
beyond all previous standards” with 
“legitimate censorship by public 
opinion,” the investigation pro- 


A WINDOW” 


ceeded immediately to the National | 
Broadcasting Company, whose wit- | 
nesses are expected to consume 
three weeks in the presentation of 
their testimony. 

The commissioners devoted their | 
attention to the examination of | 
Daniel Tuthill, assistant managing 
director of the NBC artists’ bureau, 
by George J. Dempsey, FCC attor- 
ney. After Mr. Tuthill had outlined 
in detail the operations of the bu- 
reau and the services it renders 
artists under contract to it, Chair- 
man MecNinch and Mr. Dempsey 
strove vainly to force an admission 
that the bureau is in a privileged 
position as compared with outside 
talent agencies in selling artists 
both to NBC sustaining programs 


and to advertising agencies for 
commercial uses. 

The most Chairman MeNinch was | 
able to get from Mr. Tuthill was an 
expression that because of the posi- | 
tion of the artists’ bureau within | 
the NBC organization, it is natur- 
ally in a position to “approach” the 
program drafters of the network 
for placement of talent. Mr. Tur- 
hill pointed out that only from 5 to 
10 per cent of the artisis filling 
NBC time requirements are fur-| 
nished by the artists’ bureau of the | 
network. 

He said, furthermore, that the 
bureau has only a small percentage 


$$$ The one 


and buzzer are handy. Here associates can 


be conveniently 


one “window, ”’ 


"PICTURES THE MOTOR CAR OF TOMORROW 


Charles F. Kettering (seated at left), 
principal speaker at a New York luncheon given by Alfred P. Sloan, Jr., G-M 


president, to industrial and business executives. 


vice-president of General Motors, was 


This group which heard Mr. 


Kettering picture tomorrow's automobile includes (standing), Richard C. Paterson, 
Jr., Assistant Secretary of Commerce; Mr. Sloan, and Charles M. Schwab, chair- 


man of Bethlehem Steel Corporation. 


Seated (left to right) are Mr. Kettering, 


Gerard Swope, president of General Electric Company, and Alvan Macauley, 


president of Packard 


of the artists it uses and “sells” 
under contract. It appears certain 
that this phase of broadcasting ac- 


consulted, 


merchandising medium, the 


is The Wall Street Journal, 


86 per cent of its circulation is read by 


executives at their desks. 


With tears in his beady eyes the department- 


store buyer 


manager for window space. 


$$$ “Sure, 
“bul gimme 


twice as much.” 


$$$ In selling to high executives 
—machinery, transportation, 


materials, advertising space, bank 


service, imsurance, etc. 


principle is the same, But Point 


of Sale is the execulive’s desk. 


$$$ Here secretary, telephone 


SELLS manacenenr execurvest 


ee 


pleads with his merchandise 


1 gotta have the ad,” he says, 


$$$ It gives you, per advertising dollar, 


more readers who are active management- 


executives of 


assets of over 


a window for a tie-in; UML sell 


industrial corporations with 


$1,000,000 than any other 


publication— magazine or newspaper. 


WALL 
STREET 


raw 


> _ 
n) 


$$$ You can step up the 
success of your messages 
in other executive publica- 
tions; you can get a better 
return on your sales dollars 
— by letting The Wall 
Street Journal merchandise 


for you. 


at point of sale 


Motor Car Company. 


tivity will be surveyed in great de- 
tail by the commission. 

In making a plea for self-regula- 
tion, Mr. Sarnoff reminded the FCC 
that the Communications Act pro- 
vides that it shall have no power 
of censorship over radio programs, 
and that it shall adopt no regula- 
tion which interferes with the right 
of free speech. 


Sarnoff Offers Solution 


“Therefore,” he continued, “we 
must find within the broadcasting 
industry itself a solution which will 
adhere to American traditions, and 
at the same time meet this social 
responsibility. I advocate a volun- 
tary system of self-regulation in 
radio’s field of public service, cou- 
pled with the necessary steps to 
make this self-regulation effective. 

“My recommendation is that the 
experience of different groups 
within the industry be combined 
and correlated. An industry code 
should emerge that advances be- 
yond all previous standards. In 
writing this code, the industry 
should gather the views of broad- 
casters, of groups representative of 
public opinion, and of this commis- 
sion. After the code is formulated 
the public should be made thor- 
oughly familiar with it. All broad- 
casting networks and stations should 
be invited to adopt it. The code 
should be subject to periodic review 
by the industry. It should be ad- 
ministered by a suitable agency 
representative of the entire indus- 
try. 

“Public interest in broadcasting 
is reflected directly by the 27,000,- 
000 receiving set owners who rep- 
resent an overwhelming majority 
of the country’s homes. By their 
control of the nation’s radio dials 
they give approval or disapproval 
to radio programs and decide the 
ultimate fate of the broadcaster. 
Here we find legitimate censorship 
by public opinion. It is the demo- 
cratic way in a democratic coun- 
ry.” 


Aston Joins McGillvra 


Sil Aston, former partner of Fur- 
gason & Aston, Inc., radio repre- 
|sentative now kno.n as Gene 
Furgason & Co., has joined the Chi- 
cago office of Joseph Hershey Mc- 


Gillvra. 


Joins “Radio Today” 


| Edward H. Benedict has joined 
ithe sales staff of Caldwell-Clem- 
ents, publisher of Radio Today, as 
Cleveland manager. He was for- 
merly with Benton & Bowles and 
| Erwin, Wasey & Co. 


Fontaine Has New Post 


John E. Fontaine, formerly gen- 
eral sales manager of United Drug 
Company, Boston, has joined Nel- 
son-Chesman Company, Chatta- 
nooga, Tenn., agency, as vice-presi- 
dent 


To “American Hairdresser” 
Vivienne Pierson has been ap- 
pointed reader service manager of 


|The American Hairdresser, Chicago. 


New Campaign Tops 
Building Leaque’s 
Promotional Efforts 


National Drive Seeks 
Aid from "Middlemen" 
in Building Field 


Chicago, Nov. 17.—A national 
campaign designed to enlist the aig 
of “middlemen” in the building 
field in stimulating building ang 
loan activity was projected today as 
one of the most important promo- 
tional efforts of the United States 
Building and Loan League. 

As part of a three-day conven- 
tion, the league devoted an entire 
session today to consideration of 
both individual members’ and group 
advertising problems. Among those 
who addressed the conclave were 
Neill Davis, of Los Angeles, who 
discussed the problem faced by 
local associations in determining 
advertising budgets, and John wW. 
Ladd, manager of the league’s ad- 
vertising and business development 
division. 

Rice Named President 


Clarence T. Rice, president of the 
Anchor Building, Savings & Loan 
Association, Kansas City, Kans., 
was elected president of the League, 
succeeding E. C. Baltz of Washing- 
ton, D. C. 

The league’s campaign is designed 
to gain support of architects, real- 
tors, supply dealers and builders in 
encouraging local financing of home 
loans. It will emphasize that local 
building and loan associations offer 
fast, convenient and friendly serv- 
ice on long term loans to be repaid 
like rent. 

The schedule includes American 
Builder, American Lumberman, 
Architectural Forum, Architectural 
Record, Building Supply News, Na- 
tional Real Estate Journal, Nation’s 
Business and Pencil Points. 

Planned for a full year, it was 
held likely that the drive will be 
continued even longer. Approxi- 
mately $30,000 has been received to 
date from members supporting the 
drive. The Buchen Company is the 
agency in charge. 

The league’s annual advertising 
contest also drew considerable at- 
tention with this year’s exhibit in- 
cluding 104 panels submitted by 42 
entrants, a record number. 

Winners of groups representing 
associations of varying size were 
Nicholson Federal Savings & Loan 
Association, Philadelphia; First 
Federal Savings & Loan Associa- 
tion, Atlanta; Oklahoma City Fed- 
eral Savings & Loan Association, 
and the Worcester, Mass., Coopera- 
tive Federal Savings & Loan Associ- 
ation. The First Insured Savings & 
Loan Association, Oklahoma City, 
drew the award for cooperative 
campaigns. 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver 
tisement.} 
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(Advertisement) 


Hotel Newsweekly 
to Stress Public 
Relations in 1939 


Hotel World-Review 
Will Report on Rela- 
tions With Guests 


New York, N. Y., November 14.— 
1939 will find a vigorous editorial 
program in HOTEL WORLD-RE- 
VIEW, the country’s leading news 
weekly of the hotel industry, for 
the establishment by hotels of effi- 
cient and effective public relations 
departments. Public relations is 
probably number one subject in 
American industry today. The ho- 
tel business — America’s seventh 
largest—is no exception. 

“The hush-hush period,” says 
E. H. Ahrens, publisher of the HO- 


State Advertising Appropriations 
Give Impetus to Nation-Wide Travel 


Hotel Publication Forecasts Big 
Travel Year in 1939 Stimulated by 
New York and San Francisco Fairs 


Mr. dexton 


According to a recent survey,| American Trek.” Tourist traffic in| TEL WORLD-REVIEW, “is over. who Ows.”” Speaks from th ' = 

more than 35% of the people of the | 1938 has dropped more than general |Everyone knows that one of the many Sectional ~ Personally firing line. He is “ 

United States will see either or both |income because it has been found | most important jobs on the calendar fleet ervice whitotel Shows and ants ev uate n 
© of the 1939 fairs. With 26 states|by the survey of a large oil com-|of the progressive 1939 hotel execu- men will m ch his company hae ngs. With the —e 
) appropriating over $2,400,000 for|pany that people are saving up for | tive is that of public relations. This imny People each ae vonal Coverage SUrated, his pom 
© state advertising, with communities | greater travel in 1939. implies not only relations with the Portant hote] mens They know “a those ‘who ee 
» and private contributions financing| Hotel operators are looking back |community, civic organizations, busi- ead. ch Publication the 
¥ 


other advertising for tourist and 
business trade, and with the Fed- 
eral Government planning its share 
in promoting travel, 1939 is expect- 
ed to beat all previous travel rec- 
ords by a wide margin. Hotels will 


to the events following the open- 
ing of the Chicago Century of Prog- 
ress Exposition in 1933, at the heart 
of the depression, when it was esti- 
mated that $700,000,000 was spent. 
The New York World’s Fair officials 


ness firms and government, but also 
with the hotel’s own employees. 
“The basis of this problem offers 
a great opportunity for research and 
investigation and for active report- 


ing in HOTEL WORLD-REVIEW.” 


Hotel World-7R evier| 


> a2 
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predict that their exposition will 
pass that figure to over $1,000,000,- 
000. 

HOTEL WORLD-REVIEW will 
follow closely from week to week 
events in the enactment of this 
travel program. It will reach the 
makers and directors of this travel 
when they are getting their own 
house in order. 


naturally be the greatest bene- 
% ficiaries of this great increase in 
: travel. 
Preliminary to the 1939 program, 
) the Ahrens Publishing Company 
has just completed a travel contest 
for hotel men based on the subject, 
“What Hotels Can Do to Bring 
Travelers to Their States.” 
»' HOTEL WORLD-REVIEW spons- 
ored a Coast-to-Coast good-will tour 


Bell Wether Hotel Men 


HOTEL WORLD-REVIEW, 


together 


in an air conditioned bus which |} with HOTEL MANAGEMENT, the lead- 
traveled from the New York World’s ing monthly magazine on hotel methods 
=o . : of operation, gives complete coverage of 
Pair grounds to those in the San hotels—managers and all important de- 
Francisco Exposition. Over 35/1] partment heads. 

broadcasts on travel were made 


AHRENS PUBLISHING CO., Inc. 
HOTEL WORLD-REVIEW 
HOTEL MANAGEMENT 

RESTAURANT MANAGEMENT 


222 E. 42nd St., New York City 
323 N. Michigan Ave., Chicago 


(Group Rates on Request) 


from this air conditioned bus at ho- 
tel stops along the route. 

As a result of all this stimulation, 
travel clubs are being formed by io- 
cal hotel men. Cities and sections 
are planning special events and 
fetes to get their share of the “Great 


Die 


WEEKLY, UP-TO- 
THE MINUTE 


(Courtesy Needham & Grohmann) 


Composite picture of a hotel 
executive 


The average hotel man is an unusually news-minded individ- 
ual. He is a part of a business that is always and rapidly on 
the move. He personally is a great traveler—to meetings, to 
conventions, to shows and to pick up ideas. He is a part of a 
fraternity whose members are known to each other by first 
names. 

There are nearly 500 local, regional and national hotel associ- 
ations which hold approximately 160 conventions a year. 

To serve this great band of business nomads, the HOTEL 
WORLD-REVIEW has a representative at every important 
meeting throughout the country. Besides its editorial staff with 
more than 100 man-years of hotel contacts in its combined edi- 
torial staff, the HOTEL WORLD-REVIEW has 18 correspond- 
ents scattered over the country sending in news constantly for 
sifting and editing. Ten regular feature writers outside the or- 
ganization regularly supply newsy, personal items about hotel 
men, their activities and their idiosyncracies. A personnel serv- 
ice department operated in conjunction with the HOTEL 
a ee placed over 7500 executives and employees 
ast year. 

The HOTEL WORLD-REVIEW has become over a period 
of many years the weekly check-up for hotel men throughout 
the country. It is the only national weekly newspaper in the 
hotel field. It does a job for advertisers that can be accom- 
plished in no other way. 

It is a combination of the old NATIONAL HOTEL RE- 
VIEW, the oustanding weekly of the East and of the old HO- 
TEL WORLD, the leading monthly in the West. It is rich in 
ivy-clad tradition, but has all of the newness of the tabloid in 
which it gives news and gossip to this unusual and intriguing 
business. 
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. York City s leading hotels. From this nucleus 
developed one of the most important associa 
| tions in the hotel feld—T he National Execu- 
| tive HousekeePer® Association. : 
That association now has over 800 members, & 
| can point to the establishment of 28 local chap- Be 
| . ters in metropolitan cities. Through the efforts al 
of this association and the packing it had from a 
its patron and sire, HOTEL WORLD-RE- 
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ADVERTISING AGE 


November 21, 193g 


View Arnold Attack. 


as Hint of New 
Government Curb 


(Continued from Page 1) 
soning by newspapers throughout 
the country. 

To clarify his initial statement, 
Mr. Arnold made public a letter 
sent to Advertising and Selling, set- 
ting forth in further detail the 
department’s policy with respect to 
advertising. He placed chief em- 
phasis on the fact that the anti- 
trust laws do not vest in the De- 
partment of Justice any general 
jurisdiction over advertising, “nor 
has the department any intention 
by any means to seek to regulate 
advertising.” 

“Of course,” he observed, “‘we all 
understand that cases may arise in 
which advertising may be used as 
an instrument of fraud or con- 
spiracy toward some illegal end, 
and, in any such case, it would be 
the duty of the Department to take 
action according to law.” 

After reviewing the procedure in 
the Ford and Chrysler consent de- 


General Outdoor Advertising Company found an effective formula for combating anti-outdoor propaganda and winning 
new friends in the sponsorship of civic campaigns to correct local evils. 


to eliminate the smoke nuisance. 


CREATES GOOD WILL THROUGH CIVIC APPEAL 


The 


regarding future advertising prac- 
tices of the two manufacturers and 
their finance affiliates, Mr. Arnold 
devoted himself to a discussion of 
advertising generally. 

He asserted that all responsible 
advertising agencies and advertis- 
ing media will recognize that there 


crees with the agreement reached 


are times when “aggressive adver- 


tising by a large and rich concern 
may create a competitive condition 
in which the survival of a competi- 
tor will depend not upon efficiency, 
not upon the quality of the product 
or the price at which it is sold, but 
upon mere superiority of financial 
resources.” 
“However,” 


he went on, “it is 


ARTISTS ®* 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


‘\ »- G =f 


workmen 


All Departments 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS @* 
PLANNING @ 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 


can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, cog ywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


PRINTING PRODUCTS CORPORATION 


| Telephone WABASH 3380 


Established 1888 


ENGRAVERS °®* 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 
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Typical of these is a current drive in St. Louis 
With the full support of Mayor Dickman, Smoke Commissioner Tucker, and the Chamber 


of Commerce, GOA is making available 100 poster locations. drive will last three months. 


SRI TT 


one thing to recognize that adver- 
tising may be of such a character 
or may be so used as to be eco- 
nomically harmful; it is quite an- 
other to jump to the conclusion that 
governmental restriction is the 
appropriate means for curtailing 
this sort of advertising. Our release 
was not intended to intimate any 
such conclusion. 
the Anti-Trust Division has neither 
the intention nor the desire to 
attempt to accomplish such a result 
through governmental regulation. 


Voluntary Action Best 


“In my judgment, sound adver- 
tising is a creative effort, and would 
not be an appropriate subject for 
coercive regulation. Even when the 
economic validity of its use is ques- 
tionable, the situation will ordi- 
narily contain too many intangibles 
and variables to warrant any rule- 
of-thumb treatment. Any determi- 
nation that a particular kind or use 
of advertising is uneconomic can 
best be made by the businessmen 
and advertisers concerned, and un- 
sound results can best be remedied 
through voluntary concerted action 
on the part of advertisers. Thus, 
when, by voluntary agreement with 
competitors, any concern seeks to 
set up advertising practices de- 
signed to promote maximum con- 
sumption and, at the same time, to 
give smaller competitors fair access 
to the market, such an effort will be 
encouraged by the Anti-Trust Divi- 
sion, within the framework of its 
consent decree policy, as reasonable 
and beneficial. This is what we had 
in mind in our release.” 


Attack Called “Fantastic” 


Discussion of the Arnold situation 
with advertising executives this 
week revealed that although few 
are willing to issue comments for 
publication, all are keenly aware of 
the issues involved and are watch- 
ing developments closely. Off-the- 
record remarks left no doubt of the 
resentment that has been aroused 
by what is termed “a fantastic at- 
tack on the whole competitive sys- 
tem.” 

Quick to come to the defense of 
advertising was Mason Britton, 
chairman of the board of the Ad- 
vertising Federation of America, 
who scored what he called “the re- 
markable and contradictory eco- 
nomic theory” advanced by Mr. 
Arnold. 

An official of another association 
pointed out that the assistant attor- 
ney general’s attitude was of par- 
ticular significance, in that he is a 
member of the Temporary National 
Economic Committee formed at the 
behest of the President to suggest 
new legislation. 

“If his philosophy is shared by 
the other members of the commit- 
tee,” said this official, “there is a 
very lively threat of unfavorable 
legislation being proposed. 


Sees Sign for Future 
“Again, in spite of what the as- 


sistant attorney general says, he 
has very definitely attempted to 
regulate advertising through the 


Ford and Chrysler consent decrees. 
well be repeated on a wider front.” 
Other observers were inclined to 


As I have said,|~ 


et 
the Arnold attack on advertising 
will cause its own downfall. 

One advertising manager 
“Mr. Arnold’s comment on adver, 
tising is perfectly ridiculous 
shows complete lack of understang. 
ing. If his reasoning is sound, they 
by the same token we might gg 
that a company which hires mp 
brains and more ability than ap. 
other is fostering monopoly. Wild 
ideas of this kind usually adjyy 
themselves—if they didn’t, busines, 
would have been dead long ago 
The forces of advertising will sy. 
vive because they are economically 
sound.” 

On the other hand, an executiy, 
in a major advertising agency 
sounded a warning against djs. 
counting the importance of th. 
attack. 

“It is a very definite and sever 
threat to advertising,” he sai 
“which can’t be laughed off. Yea); 
ago there was a disposition to mak 
light of the agitation for state meqj. 
cine, on the ground that it was, 
passing fancy. But it didn’t d 
down, and today the Americay 
Medical Association is under indict. 
ment. 

“Advertising men will do well t 
give serious thought to the presen} 
situation because they are likely t 
be the butt of continuous agitatioy 
for a long time to come.” 


Grange Farm Gro 


MILLS BUILDING - SAN FRANC! . 
CALIFORNIA GRANGE NEWS 
-- JDAHO GRANGER 
OREGON GRANGE BULLET! 
WASHINGTON GRANGE NEWS 


REPRESENTATIVES 
J. WM. HASTIE 
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An advertisement addressed 
to advertising agencies by 
the McGrow-Hill Publishing 
Company, Inc., New York, N.Y. 
— Offices in Atlante — Boston 
5 Chicago — Cleveland — 
MBA Detroit — Philodelphic — 

it Son Francisco — 
St. Lovwis. 
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PREVIEW of 1939 


Views of Dr. Lionel Edie and Editors of McGraw-Hill Publications digested to a 2-page summary 


_ BUSINESS WEEK'S INDEX OF BUSINESS ACTIVITY = 
‘ ; i ' ; os aoa 


. { t= 


FOR POINTING UP PROPOSALS TO CLIENTS 
Condensed from Preview of 1939 


Point (a) — Strong Recovery momentum established over the past 
17 weeks. 


Each client, each advertising 
agent, each man doing business 
in America is venturing to peer 
into next year, as far as his facts 
will permit. 


Serving intimately 23 distinct 
divisions of industry and busi- 
ness, McGraw-Hill editors have 
assembled all facts of their par- 
ticular fields that bear on to- 
morrow’s business. These are 
not prognostications. They are 
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Point (b) — Government Spending — Federal deficits which were 50 
million dollars in September, 1938, are scheduled to rise to some- 
thing over 600 million dollars in a single month. 

Point (c) — Revival of Heavy Industries — in steel, automobile and 
construction. ‘Total construction is expected to increase by at least 


a billion dollars. 


Point (d) — World Armament Race which is estimated to aggregate 
international expenditures of 25 billion dollars. 

Point (e) — Lower Costs —In recent months many businesses have 
reduced expenses. With greater volume greater profits are in sight 
restoring incentives to expanding business. 

Point (f) — The Resources to Finance Recovery. Bank deposits are 
high, interest rates low and FHA and RFC are ready to cooperate. 
These are gigantic forces in bringing an upsurge in business, at 


least for the first half of 1959, 


TOMORROW'S CLIENTS 


New Social and Economic Views 
of Management Point to New 
Services from Agencies 


Mr. Louis H. Brown, President, Johns- 
Manville Corporation, delivered a pa 
per betore the International Manage- 
ment Council, of significance to adver- 
tising agencies, 

He states that today management no 
longer represents a single interest. 
Rather it functions to maintain a prop- 
er balance between four basic inter- 
locking groups: the shareholders, the 
job holders, the customers, the public. 
\s these are analyzed one sees a closer 
and increasingly important tie between 
the advertising and public relations 
work and management. 

Ihe complete text of this paper and 
the highlights from other selected 
papers, are published in FACTORY 
MANAGEMENT AND MAINTE- 
NANCE. For a copy ask for...... No. 2 


‘“STUPENDOUS - - 


SUPERCOLOSSAL etc., etc.’’ 


Movie Theatres Spend Millions 
Innually for Electrical 
quipment 


Sisteen thousand motion picture palaces 
| this country and an expenditure of 
ip to $15,000,000 a vear for new thea- 
es, present a large, steady and ever in- 

creasing market for electrical manufac- 
vers and distributors. Lamps, the- 
tre front animation, air conditioning, 
ermostat-controlled automatic heat; 
inking fountains, portable and spot 

cooling units: rewiring, safety devices, 
! all sorts of lighting effects, are 
ceeded by modern cinemas. THE 

'NHOLESALER’S SALESMAN de- 

ibes the variety of opportunities for 

sales in this national field. ...... No. 3 


MACHINERY SALES DRIVE 


Machine Tool Builders 
Devising Ways and Means 
’ Better Selling 


Ketter 


increase 
business is a 
annual con 


selling technique to 
rchases from private 
oblem vitalized at their 
tion in Hot Springs 
BUSINESS WEEK points out why 
selling job will be more difficult 


in in the past and how the manu 
turers’ and dealers’ association are 
iting major emphasis on improve 


..No. 4 


ent in sales technique. 


Summary ask for . . 


AIR CONDITIONING 


Ventilating a Half-Mile 
Straight Down 


A 6-page article in ENGINEERING 
& MINING JOURNAL affords mar- 
keters of air conditioning equipment 
the study of an industrial field where 
company and employees profit from 
cooled and cleaned air. The ventila- 
tion of Anaconda’s Mine at Butte pre- 
sents huge problems. Although me- 
chanical ventilation has been adequate 
to maintain good conditions in rela- 
tively shallow mines—the need for 
more effective methods of coping with 
the higher temperatures in low level 
development has long been evident. 
For the details of how characteristics 
of local climate are turned to advan- 
tage, write for .....eseeeeeee++NO. 5 


APPLIANCE DRIVE 


Campaign Sells 231,104 
Units in a Month 


The “Jobs for Men — Edison's Bargain 
Package for You” campaign to run 
from September | to December 31, 
closed the first month with highly 
satisfactory results to dealers partici- 
pating. ELECTRICAL WORLD gives 
the figures of this tremendous adver- 
tising and sales drive undertaken by 
Consolidated Edison Company of New 
York — and outlines another campaign 
by the same company to sell a mil- 
lion dollars worth of vacuum cleaners 
through extensive newspaper advertis- 
ing. billboard and displays. ....No. 6 


TRANSPORTATION MEN 
CONVENE 


Basis for Good Advertising 
in Deliberations 


The surest way to write advertising 
that sells to an industry is to attend 
its annual convention. There, one ab- 
sorbs the industry's language, its prob- 
lems, its objectives. Copy directed along 
these lines rings bells. The next best 
way to achieve this results is to read 
the deliberations of that convention in 
the industry's paper. Those selling to 
the bus field will get this quick pic- 
ture of the industry by reading BUS 
IRANSPORTATION’s reporting of 
the National Association of Motor Bus 


Operators convention. —e 
Convention of the American Transit 
Association is reported in TRANSIT 
FOURNAL, 2. cccccesccsccccces No. 7 
a <M" ¥ =" Sus 


the facts upon which trends 
may be interpreted —especially 
for the first half of the year. 
Since they bear on a topic of 
keen present interest, we have 
mimeographed a limited quan- 
tity in condensed digest form 
to be distributed to agencies 
and clients. For a copy of the 


No. 1 


RUBBER TIRES IN MINES 


Latest Mechanization 
Development in Mine Haulage 


Results from an installation of rubber- 
tired haulage equipment at the Wick 
mine of the Ingle Coal Company, be- 
speak a new market for tires, An ar 
ticle in COAL AGE analyzes the con- 
ditions and presents the benefits credit- 
ed to the use of the new system. No. 8 


SILK’S SOCK 


New Technical Development 
Throws to Agencies the Job of 
Changing Buying Preferences. 


Again from industry's technical labora- 
tories springs a product, the success of 
which is dependent upon the artistry and 
technique of the advertising agency in 
changing American habits of buying. It is 

LON. It must compete with silk on 
hosiery and woven goods. The hosiery 
industry as a whole consumed 65% of all 
raw silk used here last year. Inherent 
qualities of silk have enabled it to resist 
rayon competition. The new fibres are 
said actually to surpass silk. 


Now advertising is to be handed a real 
job in creating a new era in which natural 
fibres are entirely replaced by synthetic 
fibres of various types. 


BUSINESS WEEK tells of the set up 
and the business story behind the DuPont 
development, CHEMICAL & METAL- 
LURGICAL ENGINEERING runs the 
technical and product production story. 
TEXTILE WORLD takes up the tech- 
nique of spinning the fibres. 


These stories well illustrate the edito- 
rial effectiveness of treating a subject in 
the language of the different branches of 
industry. BUSINESS WEEK talks of the 
jolt to Japan's hundred million dollar 
annual shipment of natural silk to our 
shores and the effect on American busi- 
ness. CHEM. & MET. talks of the pro- 
duction of the polyamides and the prob- 
ability that the polymethyleneamines will 
be synthesized from primary hydrocar- 
bons and ammonia. TEXTILE WORLD 
expands on the spinning characteristics 
explaining how fibres, having a denier of 
4.9 and a tenacity at break of 7.1 grams 
per denier are plied into a 123-denier, 24- 
filament yarn having four twists per inch. 


Each branch of industry understands. 
It’s their language. 


Interested agencies can thus get each 
industry's intimate FACTS — (not gen- 
eralities) — a sound basis for developing 
plans. 

For the stories: 


“Du Pont Launches Synthetic Silk’ 


(BUSINESS WEEK) ....... No. 
“New Chemical Fibres Surpass Silk”’ 
(CHEM. & MET.) ........ No. 10 


“Silk’s Last Battleground” 
(TEXTILE WORLD) covcce Maw 11 


SPACE IS CREATED BY THE PUBLISHER AND USED BY THE ADVERTISING AGENCY TO BUILD GREATER SALES, EMPLOYMENT AND PROFITS FOR EVERYONE. 


NEW RUBBER MARKETS | 


Mechanical Rubber Goods 
Going Many Places | 


Nash and Hudson come out with foam | 
rubber seats—other cars use rubber 
strips as nose bumpers on back of 
front seats — several brands of trucks 
are supplying foam rubber cushions, 
Looking to a wide extension of their | 
business in this field, the rubber manu- | 
facturers stress the saving in number 
of items to be inventoried and as- 
sembled in conventional seats. 

Story in BUSINESS WEEK tells of 
influences on world use of rubber in 
this form. Another new technical de- 
velopment soon to be dropped in the 
laps of advertising agencies to create 
customer acceptance, ....5.+.+++No, 12 


MARKET IN EMPLOYEE 
RELATIONS 


Survey of 88 Plants Smokes Out 
Interesting Sales Figures 


Advertising agencies handling accounts 
that bear on the safety, comfort, ath- 
letics, sports and well-being of indus- 
try’s employees can project some brass 
tack conclusions from an article in 
AMERICAN MACHINIST. It figures 
up the metal-working industry's bill to 
keep men whistling while they work— 
and what, besides music, is the return 
on the investment. 

Worthy of particular study is a table, 
divided into products, showing the in- 
dustry’s cost per worker for welfare. 
Interesting too, is the breakdown of 
U. S. Steel's expenditure of $158,188,- 
243 over a I4-year period. This is 
timely material, in view of industry's 
keen interest in the subject. For a 
COPY, BOR GOT .ccccccccscsesess No, 13 


Only a fool learns trom experience; 
a wise man learns from the ex- 


perience of others. — BISMARCK 


PUBLIC RELATIONS INDEX 


A Clearing House of Public 
Relations Material 


During October more than 350 pages 
of material urging and implementing 
industry to promote (a) good EM- 


PLOYEE relations, (b) good CUS- 
TOMER relations, (c) good COM- 
MUNITY relations appeared in 22 


McGraw-Hill publications, That sub- 
scribers in one field may view available 
material for other fields, all this ma- 
terial has been indexed. This Index 
will be published every month. 
Advertising Agencies, interested in 
Public Relations work will find the 
Index a tremendous time saver in se- 
lecting material for work in hand. 
For a copy each month, ask for No. 14 


GOOD NEIGHBORS 


Good Measures to Develop 
Good Markets in Latin America 


The sailing of the first boat on the 
new line to South America symbolizes 
industry's expectation that the “good 
neighbor” policy, when backed with 
financial assistance, will pay trade div- 
idends — says BUSINESS WEEK. An 
article analyzes the desire for closer 
relations with South America and 
points out the moves we are making 
to strengthen ties and remove the re- 
strictions that hamper normal trade 
relations. The way is fast being cleared 
for business to organize, to go after 
thesé markets more aggressively. No. 15 
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CAN COMPANY USES PUPPETS 


Marionette Film Is New 
Entrant as Advertising Tool 


This picture from FOOD INDUSTRIES 
shows a scene from American Can 
Company's filmed puppet show which 
promotes coffee and vacuum packed 
cans. The success of this enterprise may 
open up not only a new method of 
promoting sales, but also a new method 
of promoting consumer understanding 
and goodwill. 

The film, entitled, Jerry Pulls The 
Strings, was given its first public show- 
ing at the convention of Associated 
Coffee Industries, French Lick Springs, 
Indiana, September. Running 40 min- 
utes, it pictures the historical growth 
of the coffee industry and will be re- 
leased to schools, churches and club 
QTOUPE. ccccsccccccecs covccceeINO. IG 


SALES LEADER 


Deep Fat Fryer Hailed as 
Evangelist of Complete 
Electric Cooking 


Out of the frying pan into the fryer— 
literally characterizes the trend in com- 
mercial eating places. Results obtained 
in sales of pantry and counter equip 
ment dominated the attention of the 
meeting of the Commercial Electric 
Cooking Council in Chicago. 
Examples cited its ability to pay for 
itself in two months by savings in fat 
ulone —its sale of a complete electric 
kitchen on a property containing a 
producing gas well. Plans for 1939 ad- 
vertising drive on this leader are given 
in ELECTRICAL WORLD....No. 17 


THE DISTRIBUTOR ADVERTISES 


Distributing Firm Recognizes 
Value of Telling Its Story 


Today the modern distributor has a 
vital need of individualizing himself, 
his goods, and his services. The Ross- 
Willoughby Company, Columbus, Ohio, 
as a supplier of industrial goods, has 
a thorough understanding of this ne- 
cessity. It simply but forcefully main- 
tains that products and services have 
enough interest in themselves to keep 
the advertising new and informative. 
Thus, unpretentious but persistent pro- 
motion is sent to plants and execu- 
tives — catalogs and mimeographed ma- 
terial — which tell the story of new 
products from the viewpoint of the 
user. Stacey Q. Taylor, sales promotion 
counselor of the company, in a feature 
article in MILL SUPPLIES, describes 
the gratifying results that have been 
achieved by this policy of “selling them 
OY SE CO vecccnsesénsei No. 18 
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November 21, 193 


Finance Companies 
Urged fo Improve 
Public Esteem 


Consumers Misun- 
derstand the Business, 
Darr Declares 


Chicago, Nov. 15.—Asserting that 
surveys show that the public holds 
the finance company in about the 
same esteem enjoyed by the money 
lender a few centuries ago, John 
W. Darr, vice-president, Commer- 
cial Investment Trust, yesterday 
urged the National Association of 
Sales Finance Companies to embark 
on a comprehensive advertising and 
public relations campaign which 
would reveal the true functions of 
these business intermediaries. 


Immune from Depressions 


Mr. Darr’s address followed one 
by Lawrence H. Sloan, vice-presi- 
dent of Standard Statistics Company, 
New York, whose charts indicated 
that finance companies have en- 
joyed earnings both larger and 


THEN HE TRIED DEERFOOT'S MILK 


lDseetoo 
fa pins 


Deerfoot Farms Company, Southborough, Mass., will use this newspaper copy, 

prepared by its recently appointed agency, Badger & Browning, Boston, to tell 

how one youngster rose to football fame through the stamina building quality of 
Deerfoot's special milk. 


more consistent than those of al- 
most any class of business. The 
financing field has been immune 
from depressions thus far, he said. 

About 68 per cent of 2,500 people 


interviewed by an independent re- 


search organization, Mr. Darr said, 
look upon finance companies unfa- 
vorably. Almost half believe that all 
finance companies charge the same 
rates for their service. These and 
other facts point unerringly to the 


———<<—— 


any other publication 


Pacitie 


versity of Indiana Medical Center at Indianapolis 


a nurses’ home is merely 


render service to the sick and injured . . 


Coast representatives: 


Hospital Personnel 
Lives in This Building 


Above is a picture of the Ball Residence for Nurses, one unit of the Uni- 
whose plant and work is thoroughly presented in the November issue of 
HOSPITAL MANAGEMENT, 

The picture has a moral. To the hospital patient and the hospital visitor, 
hospital administrator it is an important unit in the physical plant. a building 


that requires maintenance, heat, light and power, cleaning. linens and bedding. 


and whose inhabitants must be fed and cared for. 


It is another detail in the business operation of these huge plants set up to 


In HOSPITAL MANAGEMENT these executives find helpful. useful 
material that they can adapt to their own daily problems. That is why adver- 


tisers find HOSPITAL MANAGEMENT giving them more for their money than 


in the field. 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago  — 


Don Harwuas & Co., 


an outstanding institution 


“some place where the nurses live.” 


. another reason for the high standing 
of HOSPITAL MANAGEMENT with the practical administrative executives 


who run America’s hospitals. 


330 W. 42nd St., New York 


Los Angeles and San Francisco 


But to the 


ly 


need for an exposition of the func- 
tion and methods of these compa- 
nies, Mr. Darr said. 


Both New and Old 


“Public relations is as old as man- 
kind, and as new as radio,” he as- 
serted. “It is, in its simplest terms, 
merely the art of getting along with 
other people.” 

He quoted Shakespeare’s verse 
from Hamlet: 

“Neither a borrower nor a lender 
be; 

For loan oft loses both itself and 
friend, 

And borrowing dulls the edge of 
husbandry.” 

The modern version of this plaint, 
he said, can be phrased about like 
this: 

“The pangs of payment remain 
long after the first thrill of owner- 
ship is forgotten.” 

Mr. Darr took his audience back 
to the golden days of Greece to find 
further justification for a public 
relations program. As long as the 
forum held sway and the citizens 
were well informed on questions of 
the day, Greece boasted one of the 
highest civilizations in history. 
When the forum was discontinued, 
the empire fell. The forum of an- 
cient Greece was revived in this 
country in the form of the town 
hall and a New England meeting 
in the village hall launched the war 
of the revolution. 

Mr. Darr quoted Lord Haldane as 
saying that there are two chief 
dominions: The dominion of abso- 
lute law and the dominion of abso- 
lute lawlessness. Between, but no- 
bler than either, lies observance of 
the unenforceable. Public relations, 
the speaker concluded, can create 
a respect which could be built 
neither by law nor lawlessness. 


Weakness in Structure 


The modern finance company, he 
asserted, is in a weak position be- 
cause it has no personal contact 
with its customers until friction de- 
velops. Furthermore, mud-slinging 
between units in the industry has 
hurt all members. He paid Arthur 
O. Dietz, president of Commercial 
Investment Trust, a tribute as one 
of the greatest public relations ex- 
perts of all time, never being too 
busy to pen a personal letter to 
some humble instalment buyer who 
has gotten into difficulties. 

The first step in an adequate pub- 
lic relations program, Mr. Darr said, 
is to put one’s own house in order 
through establishment of enlight- 
ened policies. 

“Every business is engaged in 
public relations,” he said, ‘““whether 
it wishes to or not.” 

Asserting that the “money lender 
complex” still exists both within 
and without the industry, he said 
that those within, at least, must 
change their concepts and re-sell 
themselves on the business—one 
which is helping to raise the coun- 
try’s living standards and to make 
more jobs. 

“Let’s insure a continuation of 
these functions,” said he, “by de- 
veloping a well rounded public re- 
lations and advertising program. 
One million dollars a year would 
not be too much to spend to tell 
to the public a story which urgently 
needs telling. No, twice that amount 
annually would not be too great a 
price to pay to demonstrate to all 
who read the great service we per- 
form in the intricate business world 
of today.” 


Reduces Price 


Effective with the February, 1939 
issue, the price of Mechanix Illus- 
trated, New York, will be reduced 
from 15 to 10 cents per copy, and 
all mail subscriptions will be dis- 
continued. 


Ace Glass to Kircher 


Ace Glass, Inc., Vineland, N. J., 
chemical and industrial laboratory 
glassware, has appointed Albert 
Kircher Company, Philadelphia, as 
advertising counsel. J. W. Ander- 
son, Jr., is account executive. 


Hansen-Williams Formed 
K. K. Hansen and Ned Williams 
have formed Hansen-Williams, Inc., 
general advertising, with offices in 
the RKO bldg., New York. The 
| telephone number is Circle 7-4131. 


SS 


COMMUNITY SPIRIT 


@ Stretching across the land every morning 


less stream is the backbone of America .. . 


locally owned. But all teach the same A BC's. 
Our Fleet-Wing stations are locally owned 
and locally operated by local people. too. 
Yet each station supplies products made in 
the world’s largest refineries, and by a com- 
bination with other Fleet-Wing stations in 
eight states. makes quality oils and gasoline 
available to you through an 

merchant—your local Fleet-Wing dealer. 


(Newspaper Will Insert Jobber’s Name Here) 


Fleet-Wing Corporation, Cleveland, 
which markets its gasoline and motor oil 
in eight states, has launched a semi. 
institutional series in newspapers which 
pays tribute to various local activities 
and points out that the Fleet-Wing 
dealer, as well, is an important factor in 
local community life. Meerman's, Inc., 
is the agency. 


Lauds Radio 
But Complains of 
Too Much‘Claptrap’ 


Atlantic City, N. J., Nov. 17.— 
Despite the fact that the quality of 
radio fare available to listeners is 
higher than ever before, loud- 
speakers still pour out too much 
“verbose sales talk and mediocre 
claptrap,” I. Keith Klein, assistant 
professor at the Bureau of Educa- 
tional Research, Ohio State Univer- 


sity, told the New Jersey State 
Teachers Association here _ this 
week. 


Educators must train listeners to 
be critical and discriminating, he in- 
formed his audience, adding that 
quality programs are “still greatly 
in the minority.” 

Mr. Klein suggested that schools 
be furnished with recording ma- 
chines to preserve such programs as 
America’s Town Meeting of the Air; 
the Cavalcade of America series; 
the Lux Radio Theater; the Mer- 
cury Theater; Americans at Work; 
University of Chicago Round Table; 
and the NBC Toscanini series. 


Zabriskie Promoted 


Russell J. Zabriskie, for the past 
four years promotion manager of 
the Evening News, Newark, N. J., 
has been named director of the na- 
tional advertising department. 
Thomas D. Kenney, formerly assist- 
ant to the promotion manager, suc- 
ceeds Mr. Zabriskie. 


RESULTS 


WFBR’s high ratio of 
RENEWALS is the best 
evidence that ad- 


vertisers get results. 


———— 


— 
— 
— 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


> ae sa i oY mS , ayo E  caeerey J a : on ‘ > i ‘ ver rt ™ Meee ye .” +t Aen ; vh . : ‘ ery , F ¥j We : 
Eee emma — 
vie | ee | | S| 
= ae J | ] 
ne | | pC 
iad | a ae 
: Bo ~ eY a - 1 ¥ ‘ = a " + yom st ie the ate of on 3 ‘ ; a : Sis 2 rma Vs of 
aa? 4 4 Fe | Re, perm ty tn Gn gate 28 oe ” ny. 
’ | 4 lg 4 ~ Py oer ot , ™ df Doericot Speciat | > | 4 ~ ae 
| Re y, 4 2 > 4 J ' : Mith oo fem ton serge nee | & wet 3 : oe 
Se ee < a .% - ~ ? . Ss. jieaial ie 3's ~ a 
sihiats Sows ‘oe THES: BACKBONE 
a paw fn date Ne. BW a ie o Bs Ms Ss ie 5 
aa? a i — - - g . 
.. - a. | z s 
bee: tee ‘ a 2 ft 4 4 + 
aay ano THEY SA/D.... ONT th Y hi ie ‘ . == 4 gy 4 
wo * - 5 = y oe 
a” tial COWL ar > \g gh F ry 2 
Hig TAKE /T © , a 
neo See : | a? 
ie i i, a r 
a ee Mothers’ Amasing Deerkan wants methald ot pontursatier : " _—s ay | 
tae en Soe ade atid ak Geen Te ee ae : 4 > & ee 
* — Sea ee es Sea 5 e 4h. of the school year in a never-ending and coun!- 
— | Cast italecen Glen ha ee | | ties on thats wor to on cbuenton, Boch 
Ete ae \ "Fey | | school is a local unit, locally controlled and 
eee DEERFOOT FARMS Special MILK | ph 
ae extampmat med — | 
# Z ie i | ; oop sone 3 weit. Jonany veh ¢ + Desrtooss | 
tape np ernbeny by So font f ae 
a z Ay ve : ; hee: he xv does Pe | 
— 
ae, | 
ai S | 
} ee ee 
= ; 
ue a ae FLEET In 
ii ‘ ; : I Dp S 
| ee GASOLINE MOTOA OtL 
7 ee | 
ise 
id le 
et en 
= _- a 
fe —————————_—— ~~ = — — ~~ a —- | 
Ta a | 
~ y ee 
- ee 
, } 
oa rs 
7 x . ; 1 a a ote Sal “y | 
oo eee . —— > bi ee b he cs Ae ett: eget. AL pa sleds in Sng il oe 
Se 8 ae s| as ae" Ce ego eae Ae di th 
. i co ae iach ae Bip ie | ; ‘ ne atic q 
- : Yr me | | 
: C Madeomt gee Fe Sie 
far: ES a, wetieenbeentibiieee |. ...n Secaiialall ol meting 2 2 im a” eee POS 
eee >, Oe 7 ¥ ‘, oe og ra Pew ace ie (am x <r ee 
an ou Si S Dy cies + 4 Le tine | 
‘ae : — é ier Eee ie Be 
e, = cla, = PRET BGP S bi. oe ie . Meyer o> - ' eta < erty = 
: ie ath aks. has a s a i Peet Seb a ae vg 
iy WS ee ee “ egrde ee 
is ML Bete ae ss g 7 —_- ie ama ‘pata seas aT a wt 
 —— ede i ct ae ig vee : PI ES 
Pi iat at vo a) oo! 4 a ee 
_~ P ™" , = ps a ie Fors nee Se wid ba BP ey 7 +, wie. pon es 
\ : Lae as ae raf Tee € ine AVR ee. a 
‘an a ~ 2 a Ps oo Se ret Pe Ny Be re bh Ge 
- ae a ;: ae i. jie Reis ; ~s & a g aes ; Ly LAS. WE os a a 
- —. ua a ae Ss Ps tay thas #1) cP i ee San. 
y % "a a FP SETS a a ' ey 4 ‘ =: “. m ea 
od a ie 
es +2 
a e * 
Sd 
gee 
a | 
_ Be eee 
ca | 7 
os A\ 
- 7 | In ™N 
| P| Z ) 
: BALTIMORE} 
' \ 17S 
mh 
\ /7S § 
| INS 4 
ne | a ‘ 
» = ‘3 p- | 
a = 4: | 
o, | N THE NBC RED NETWORK 
rl 0 | 
_ = ; ” oo a a.” ae = ts ‘ ‘ : : , / z ia , le Re: as - * » * : : : , os : > 1 ¢ ; : : <-# e Ps rd 
We) 9 i | : ay a ‘ a en Oe, ae oe ; a ae Y ee re eee < SP, 
4 f “ “tee ¥ 3 
, F 


November 21, 1938 


ADVERTISING AGE 


11 


Two-Price’ Plan 
of Wallace Appears 
Killed by Industry 


Agricultural Chief Im- 
pressed by Stand of 
Dissenters 


Washington, D. C., Nov. 17.— 
Vigorous protests from retailers, 
manufacturers and wholesalers 
have apparently driven Secretary of 
Agriculture Wallace’s pet “two- 
price” plan to cover. 

Last week the Department of Ag- 
riculture called representatives of 
the mattress industry to Washing- 
ton to discuss ways and means of 
getting the approximately 9,000,- 
000 bales of government loan cotton 
into the manufacture of mattresses 
for lower-than-market-price sales 
to low income groups. 

The opposition ol the mattress in- 
dustry was so strong and so thor- 
oughly impressed was the Depart- 
ment with the results of such a pro- 
gram on the retail market, that As- 
sistant Secretary of Agriculture 
Harry L. Brown asserted the plan 
was “only a theory,” and subsequent 
indications were given that the en- 
tire “two-price” plan would be 
junked. 


Wallace’s Objective 


The scheme was advanced by Sec- 
retary Wallace to the President re- 
cently as a means by which all sub- 
sidized surpluses of agricultural 
commodities now held by the gov- 
ernment might be made available to 
relief clients, the generally indigent 
and lower income groups, at prices 
lower than the prevailing retail 
market prices for the goods. 

Alternative programs were out- 
lined at the mattress conference to 
use the government surplus holdings 
of cotton without wrecking the al- 
ready low cotton market prices. 
Two committees were appointed, 
one headed by Lew Hahn of the Na- 
tional Retail Dry Goods Association 
which will survey the possibilities 
for more cotton usage through im- 
proved sales methods and the de- 
velopment of new uses, and the 
other to be headed by Dr. Claudius 
Murchison of the Cotton Textile In- 
stitute to ascertain how much cot- 
ton can be used through the Works 
Progress Administration, the Army 
and Navy and other “appropriate” 
federal and state institutions. 

Alex Nunn of the Progressive 
Farmer advanced another idea. He 
suggested that government loan cot- 
ton be made available to farmers 
and farmers’ groups for the organi- 
zation of mattress making projects. 
The government would be paid back 
in the form of manufactured mat- 
tresses which could be distributed 
and otherwise made available for 
relief distribution. He estimated 
that between two and three million 
bales could be so used annually. 


~ 


What If They Ganged 
Up On You? 


You may think it wise to put 
your foot down on High School 
Publications. You may consider 
them unworthy of your notice. 
But have you ever thought of it 
from the angle of the boys and 


eirls you're “ganging up on"? 
Those students are fond of their 
publications. More than that, 
they are loyal to them. . and 
to all who advertise in them 
What if they decided to “gang 


ip’ on you? How far could you 
ket without the goodwill — and 
the purchasing power (over 108 
million dollars a year)—of the 
students who read High School 
Publications? How much further 
can you get with their goodwill? 
That point is worth full investi- 
xation. Drop a note on your let- 
terhead to us and we'll put all 
the facts before you. Richmond 
Advertising Service (NOT an ad- 
vertising agency) 26 Court Street, 


Brooklyn, N. Y. 


Agencies Named 
by Kellogg Co. for 


Seven Products 


Battle Creek, Mich., Nov. 15.— 
Advertising agency appointments for 
the Kellogg Company were an- 
nounced here today by Walter C. 
Hasselhorn, vice-president and gen- 
eral manager as follows: 


Pep to Kenyon & Eckhardt 


Kenyon & Eckhardt, New York, to 
direct the advertising of Kellogg’s 
Pep, 40% Bran Flakes and Gro-Pup 
Dog Food. 

J. Walter Thompson Company to 
direct the advertising of Kellogg’s 


Rice Krispies, Krumbles, 
and Whole Wheat Biscuits. 

Kellogg’s Corn Flakes will con- 
tinue to be handled by J. Walter 
Thompson Company; All-Bran by 
Kenyon & Eckhardt; and Wheat 
Krispies, feed and by-product ad- 
vertising by Hays MacFarland & 
Co., Chicago. 


All-Rye 


Prouty Rejoins McGillvra 

Norman Prouty, formerly with 
Transamerican Broadcasting & Tel- 
evision Corporation, New York, has 
returned to the New York office of 
Joseph Hershey McGillvra, radio 
representative, as sales manager. 
He was connected with McGillvra 
in 1935 when he resigned to organ- 
ize the radio department for E. 
Katz Agency, New York. 


Jersey Stone Tosser 
Stands in Glass House 


Atlantic City, Nov. 16.— 
R. C. Maddux, managing di- 
rector of the New Jersey 
Council, placed himself in the 
“glass house” of this resort 
here last week and tossed a 
gentle pebble at any New 
York hotels or business men 
who may be secretly rubbing 
their hands in anticipation of 
juicy profits from next year’s 
Fair visitors. Mr. Maddux 
urged that a “no gouging” 
theme be adopted in a New 
Jersey campaign scheduled for 
May and June. 


School. 


advice. 


direct, consistent action. 


Represen lalive 


Dhe 


PIE CHART | 
isinthe | 


PIE 


@ Piecharts can picture increased attendance and number of participants but 
no pie chart can portray the mounting enthusiasm shown by housewives 
and advertisers alike for the Oklahoman and Times-WKY Annual Cooking 
Women drive forty and fifty miles to attend every session of the 
school. One hundred and twenty-five thousand requested cook books are 
spread over the state to help satisfy the demand for Aunt Susan’s cooking 
And national advertisers know that there is no other cooking school 
in the country like it. That's why 70 percent of the national accounts in the 
school completed October 14 had participated for two years or more, 30 per- 
cent for five years or more. Whenever there is a food selling job to be done 
in Oklahoma, advertisers instinctively turmm to the Oklahoman and Times for 


Ka t gen ha 


‘Form Adamson Associates 


Monroe K. Adamson & Associ- 
ates, advertising art, has been 
formed with offices at 1776 Broad- 
way, New York. Mr. Adamson is 
in charge of art and plan depart- 
ments, and Daniel Lugo, formerly 
with the New York Times, is in 
charge of sales and production. 


New Agency Started 


Twenty First Century Advertis- 
ing Corporation has been formed at 
1270 Sixth avenue, New York, with 
Gerald Fishel, president, and Stan- 
ley Fishel, vice-president. 


Mandable Resigns 


Clarence B. Mandable has left 
Prudden, King & Prudden, Chicago 


____________ |newspaper representative. 


Above, part of the 25,000 women attend- 
ing the 8th Annual Oklahoman and Times- 
WKY Cooking School in Oklahoma City. 

Aunt Susan, shown filling the mammoth 
lemon pie, conducts the Oklahoman and 
Times-WKY Cooking Schools as part of 
her regular responsibility as staff home 
economist. Without premiums, fanfare, or 
other extra-curricular entertainment, 
Susan invariably draws capacity crowds 
because of her individual showmanship 
and knowledge. 


Aunt 


THE DAILY OKLAHOMAN 


ou. 


OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING CO.: WKEY—THE FARMER -STOCKMAN—MISTLETOE EXPRESS—EKVOR, Colorado Springs 
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Mr. Arnold on Advertising 


The significance of the statement 
of Thurman Arnold, assistant attor- 
ney-general of the United States, 
in charge of anti-trust prosecutions, 
in announcing the consent decrees 
entered in the automobile finance 
cases involving Ford and Chrysler, 
has not been lost on advertisers. 
Mr. Arnold, speaking with the ap- 
proval of Homer Cummings, the 
attorney-general, and presumably 
that of the national administration 
as a whole, indicted advertising on 
entirely new grounds, even though 
his arguments were reminiscent of 
Rex Tugwell and his proposals for 
food and drug legislation while 
under secretary of agriculture. 

Mr. Arnold ascribes monopoly- 
building powers to advertising be- 
cause, he asserted, one producer or 
manufacturer may build up public 
preference “solely because he has 
the most advertising money and can 
make the most noise.” While he has 
little respect for advertising, as 
such, since he describes it as merely 
a modern refinement of the methods 
of the circus barker, he attributes 
to it powers far beyond the hopes 
of the most enthusiastic advertiser. 
In his view the public is unable to 
resist advertising, if released in 
large volume, and therefore, he in- 
sists, competitors must either go out 
of business or spend equally large 
sums in building up their own trade 
names. 

While advertising is thus attacked 
in the name of opposition to monop- 
oly, the approach is along the line 


favored by many of the political 
economists of the new deal. Mr. | 
Arnold sees advertising creating 


the 
wasteful system of 
the, other.” 


monopoly on one hand or “a} 


distribution on| 


This is the really im- 


portant part of Mr. Arnold’s attack, 
since it is unlikely that Mr. Arnold 
able to that any 
company enjoys a monopoly of the 
business in its field merely because 
of advertising. There are too many 
highly competitive 
which advertising plays a leading 
role to justify his thesis. 

When the assistant attorney-gen- 
eral starts talking about waste in 
distribution, he means that competi- 
tive advertising which does not in- 
crease total consumption is wasted. 
This is another the 
planned which 
would undertake to decide how 
many manufacturers, jobbers and 
retailers there should be in each 
line, and how much goods they 
should produce and distribute. In 
that way, the theorists reason, waste 
would be eliminated and costs re- 
duced. 

If Mr. Arnold were as much in- 
terested in collecting facts as in pre- 
senting a new and devastating 
theory, he would speedily learn that 
advertising is the one force which 
can keep business on a competitive 
basis. It is the great leveler, en- 
abling the small competitor to fight 
on equal terms with the largest. In 
his own bailiwick the little adver- 
tiser is just as big as the giant with 
national advertising and distribu- 
tion. Unless all competitive effort 
is wasted, advertising is not a waste. 

And as long as we still enjoy the 
American system of free enterprise 
and free 
will 


would be prove 


situations in 


variation of 
economy program, 


competition, 
continue to be 


advertising 
the primary 
activity which will advance stand- 
ards of quality and service, insure 
effective competition and give the 
consumer a bigger dollar’s worth. 


Farmers As Marketers 


While 
large 


the 
staple 


problem of managing | 
such as corn, 


wheat and cotton continues to give 


crops 


plenty of headaches to farm econo- 
mists, farm leaders 
government, 


and the national 
many farm groups are 
howing that 


they can successfully 


market the specialty crops peculia 


to their sections. While both pro- 
duction and distribution can be con- 
trolled more effectively under these 


conditions, the fact that 
tablished a pattern for 
profitable marketing of 


ucts 


remains 
they have e 


farm prod- 


Almost every 
ING AGE 


issue ot 
the 


ADVERTIS- 


reports work of 


CU- 


operative farm groups selling such 
widely varying products as oranges 
and other citrus fruits, butter and 
other dairy products, peas, apples, 
potatoes, cranberries, etc. It would 
be absurd to offer their formula as 
a solution of the farm problem as a 
whole, and yet it must be conceded 
that when farmers with 
product improve it, 


a regional 
grade it, adver- 
tise it and market it, cooperatively, 
they usually better their position. 

Perhaps still greater diversifica- 
tion, with greater emphasis on spe- 
cialties, represents an approach to 
successful marketing of the wealth 
of the soil 


a. 


A NEW HIGH IN DISPLAY TECHNIQUE 


| 


| 


| 
| 
| 
| 
| 
| 


| | 


Ad-li 


Plain Speaking 

| Down in St. Louis when someone 
|has something to say he says it, as 
this newspaper advertisement for 


EVERYTHING IRONED 
ZO ure 2 


» AND NO EXTRA CHARGE FOR SHIRTS 


fu te Seal fomy 7 he. 97 
‘Dee tated Gow ty tus Bow Be oun Come oo ween 


© Whet pow send to WHITE LINE 


~ + oe Some, 
wort comesbod @ 


SL Lacapcacas + par cucancas PP 


White Line laundry indicates. No 
pussyfooting or beating around the 
bush here. ‘“‘Washing machines. . 
Phooey!” is what it says, and what 
|it means. And it follows up with 
\four indictments against these home 
appliances, and five points in favor 
of the laundry. But down at the 
bottom White Line lets a sentence 
creep in which seems to imply that 
even in the laundry business there 
are some sore spots. “What you 
send to White Line always comes 
back,” it says. 


Timely, in Advance 

It still gives us something of a 
shock to pick up the December is- 
sues of the monthlies early in No- 
| vember, and to read editorials about 
|Christmas, stories about Christmas, 
ads about Christmas, and sundry ex- 
hortations to do this or that, or buy 
this or that, for the holidays. Per- 
sonally, we have scarcely even given 
|much thought to whether it will be 
turkey for Thanksgiving again this 
|vear, let alone what we will be do- 
ing to lend just the proper festive 
touch to Dec. 25. 

And then, of course, early next 
month, just when we're all getting 
jinto the Christrnas season 
ithe mags will come along with the 
some sort of advance publicity for 
the New Year, and the advertisers, 
presumably, will be rushing the 
calendar with equal fervor It’s 
very confusing 


Concrete Pancakes 
Chain Belt Company is having a 


lot of fun, and getting some public- | 


ity, out of the second annual Pan- 
cake Day sponsored by the Junior 
Chamber of Commerce of Winona. 
Minn. During this harvest festival 


“Good morning, Mrs. Catlett. 


swing, | 


— =) 
hee 


= 


ia 


| 


| 
| 
Collier's 


Something for you?" 
bbing 


| pancakes made of Winona-milled 
‘flour are distributed to about 25,000 
‘people, who this year consumed 
|jsome 205,000 flapjacks. 

Mixing enough batter for this 
mountain of flapjacks required two 
tens of 
milk, and a corresponding amount 
of stirring. But this latter problem 
was solved by having the local con- 
tractor tow his pneumatic-tired Rex 
5-S concrete mixer to the scene of 
the celebration and let it go to 
work. Chain Belt now has a whole 
series of pictures to prove that its 
machine is just as good for paving 
the inside of stomachs as it is for 
paving streets. 


Close Harmony 

Sheffield Farms Company, New 
York milk firm, used a novel tech- 
nique in local newspapers advertis- 


GC TELLING RUTH ON 
PAGE 36 THAT SHEFFIELD 
VITAMIND MILK 
HELPS TO DEVELOP 
A HEALTHY 
YOUNG 
FIGURE 


jing the other day. On Page 36 of 
|the Daily News appeared a curly 
\haired little girl, powdering her 
nose, with the message: 
jing Mabel on Page 46 whether she’s 
found any beauty treatment better 
jthan Sealect milk.” Sure enough, 
another insertion on Page 46 showed 
|Mabel, another healthy looking lit- 
| tle lassie, with the caption: “I’m 
itelling Ruth on Page 36 that Shef- 
‘field Vitamin D milk helps to de- 
ivelop a healthy voung figure.” 


Jottings 

The publishers of Radio 
pay all employes a bonus of one per 
cent on a month’s salary for each 
advertising in 


page of each issue 
over a previously-set quota. They | 
|just paid their first one for 1938, 


|but in 1937 these payments averaged 
\8 per cent for the year... 


The F. T. Blount Company, Tam- | 


has advised the 
Commission that the slogan, “For 
Better Health, Eat Florida Fruit,” 
will be featured on all its 
spondence. The company 
undertaking business. . . 


| pa, Florida Citrus 


corre- 
is in the 


flour and 400 gallons of | 


Today | 


r ad 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1431. Cincinnati Market Data 
Reference Library. 

The Cincinnati Times-Star has is- 
sued this complete compilation of 
reference material on the Cincinnatj 
market, divided, for convenience, 
into several loose-leaf sections, file 
size. The study includes business 
indices, analyses of population, 
home ownership and retail trade, 
and municipal facts and figures, 
with numerous maps illustrating the 
market story. One section is de- 
voted to coverage of the market by 
the Times-Star. 


No. 1428. The Brandt Eye-Camera. 


Look has issued this booklet 
which describes the Brandt Eye- 
Camera, telling how it records eye 
movements and giving some ex- 
amples of actual eye-movement 
studies. Possibilities of the camera 
in the field of advertising and pub- 
lishing, for the study of readers’ 
attraction to a page and its message, 
are outlined. 


No. 1429. Curiosity. 


Details of readership and mar- 
ket coverage are given in this 
survey report issued by School Arts 
magazine. The analysis shows who 
recommends for purchase and who 
actually buys art and craft supplies 
for public schools, where these sup- 
plies are purchased, and the part 
played by School Arts in the art 
teaching field. 


No. 1430. The Canadian Market. 
The Canadian Daily Newspapers 
Association has issued this detailed 
analysis of retail trade, containing 
numerous charts and tables which 
give comparative summaries of pro- 
duction, national income and retail 
sales in the Dominion. The daily 
newspaper’s position in Canadian 
market coverage is described. 


No. 1425. More for Your Dollar in 
Electric Light and Power. 


In this new brochure, Electric 
Light and Power charts the electric 
utility market, showing the key 
executives who determine construc- 
tion and maintenance policies, with 
a tabulation of their expenditures 
for an average year. Details of the 
publication’s coverage of the mar- 
ket, editorial scope and _ reader 
acceptance and response are given. 


No. 1426. Enter the College Market. 


This analysis, issued by The 
W. B. Bradbury Company, offers 
|statistics on the college market, 
\showing the standing of the student 
,as a present and future customer. 
|\College magazines are listed by 
lstates, with registrations of each 
institution. 


“I’m ask- | 


No. 1427. Selective Advertising in 
the Cotton Belt. 
American Cotton Grower has 
issued this study of the cotton belt, 


giving figures on the estimated 
income from cotton and govern- 
ment payments, Aug. 1, 1938, to 


July 31, 1939, and showing what 
types of farms earn this income. A 
readership analysis shows Ameri- 
can Cotton Grower’s coverage of 
the market, and prospects for auto- 
motive equipment, electrical appli- 
ances and other products. 


No. 1409. Farm Income, 1938. 


Farm prospects are bright in 
Oklahoma and Texas, according to 
this bulletin issued by The Farmer- 
Stockman. In addition to detailed 
information on farm income in these 
states, the bulletin contains a table 
showing cash farm income by states 
/and a map indicating per cent of 
|change in cash receipts, over the 
| country. 
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THEY PLANT CORN 


~ 


* 
* 
-— 


Corn becomes cash for FARM JOURNAL readers — 
cash that buys cornflakes, cars, and cosmetics. For 
rural America produces our raw materials for cash. 
Its eight-billion-dollar income clothes and feeds 
millions of farm people and makes them buyers of 
a large portion of all our goods. 


FARM JOURNAL reaches 1,400,000 alert, news- 
minded farm families. Its timely, practical pages 
help them choose the right crops at planting time, 
the right markets at harvest time, the right values 
at buying time. It covers the entire news front— 
national and international—and brings them a com- 


plete, concise monthly report of events as they 
affect agriculture. 


Result: Intense reader interest which creates im- 
mediate and profitable response to your sales story. 


FARM JOURNAL “**:;,:~ 
« PY, iladelph ta 


Reaches 1,400,000 Families Whose Crop is Money 


Paik is: - 2 nis ‘ 4 oes : a fo ae Pia ci . 4 as ‘ s . E a ? 34 : i i 2 * i si Ha sie es ‘ Ly . 
Regen 
O_o , f ee 
OE, \ \gs ~~ M ge tnig 
| ay, / = | aie 
: ~, s So ee 
P ‘ oe 
i fay \ \' ae a ——— N 2 d = y es 
3 i ; e aie, oo a i Sa ha 3 f ae ane 
: : én Zs re. , . - -. 
. Se Nag PY a fe 
& \COQy. iy 4s 
“yy —_— ~~ \ ng a . 
LB) oe ff ‘ud SS , Y / | 
ag A, Re se y NY N , Yj | on 
JZ Z i. — \ V4, 7 
a Fe IG 4 woman, a oo : , 
OF ' he Sa e UY, ; 
ust. Y 
= -" Me delat y oo | / 1 
a a —_—— “Bz A a Z 
| atl oy ti tffp sys ig ’ Ps 
- Ay - GB ZY Hz Z Ld mm - 
lal " : 
th. LZ; 
. J | | ] | 
ge 
z s Pea. 
{ ha 7 ) gs 
a, 
j é} ; 
}/ 7 
/ m 
liad 
ee 
athe 
ee ‘ 
uare at ig 


November 21, 193 


ADVERTISING AGE 


Voice of the Advertiser 


4 This department is a reader’s forum. Letters are welcome. 


Taste Is Keynote for | 
This Food Advertiser 


To the Editor: In your Nov. 7 
issue Copy Cub expressed the hope, 
in “Rough Proofs” that “some day 
an advertiser is going to surprise 
everybody by saying that his food 
product tastes good.” 

Not to go back too far or into too 
much detail, I’m enclosing a few of 
this year’s newspaper ads used by 
Cudahy Packing Company. These 
insertions, incidentally, have been 
running in over 100 dailies. You 
can see to what degree we have 
been emphasizing the taste appeal. 

In addition, we have issued yearly 
pocket calendars in color, with one 
entire side devoted to a reproduc- 
tion of a ham plate and the slogan, 
“After All, the Taste Tells.” For 
some years we have also been mak- 
ing available to Mrs. Consumer 
meat charts or buyers’ guides, with 
the taste factor always displayed 
prominently. 


M. F. O’SHEA, 
Cudahy Packing Company, 
Chicago. 


7, Vw F 


Tough Handling 


To the Editor: The New York 
Public Library subscribes for Ap- 
VERTISING AGE. However, the use to 
which the magazine is subjected in 
our current Periodicals Room, when | 
it is new, is so severe as to render 
the issues unfit for binding. 

Copies on leaving that room are 
torn and dirty, and we do not think 
as publishers of this magazine you 
would take pride in seeing it pre- 
served in such condition. We do 
think, however, that it is of distinct 
advantage to you to have a complete 
file of back numbers of this period- 
ical in the Library, and we are won- 
dering whether you would consider 
it of sufficient value to present to 
us second copies for preservation. 
We believe that such an arrange- 
ment would be mutually beneficial. 

If you do decide to furnish us 
with an extra file, it might be more 
convenient for you, and would be 
for us, if you would send us two 
copies of each issue, one to be placed 
in our reading room, and the other 
to be put aside for binding. Publish- 
ers of many of the leading maga- 
zines have agreed to let us have ex- 
tra copies in order to insure the 
permanent preservation of files of 
their publications in good condition. 
We shall appreciate any courtesy 
you may extend to us. 

ROBERT LINGEL, 

Chief of the Acquisition Divi- 

sion, New York Public Library. 
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Says Palmolive Bath 
Advice Is Hazardous 
To the Editor: 
copy of a letter just sent to the 
Palmolive Company. 
C. E. PALMER, 
Powers & Miller, Chicago. 


Vice President in Charge of Radio, 
The Palmolive Company, 
Chicago, Il. 

Dear Sir: 

I was quite surprised the other 
day to hear the announcement be- 
ing made by Bess Johnson on your 
radio program suggesting that the 
purchasers of Palmolive soap try 
dropping a bar of the soap in the 
warm bath water before 
into the bath 

With the concerted effort being 
put forth by various social, munic- 
ipal and organizations on 
safety and accident prevention, and 
the fact that the biggest percentage 
of accidents in the home occur in 
the bath room, and, as most of the 
bath room accidents are due to the 
very error which you are suggest- 
ing, I think it is a mistake for your 
organization to be making such a 
recommendation on your radio pro- 
gram. 

A great many 
cur as a 


stepping 


civic 


injuries may oc- 
result of this suggestion, 


with a negative, moral, psycholog- | interest it may have for you, as an | 


Ye 


I am enclosing a} 2%" 


FEATURES TASTE 
them all! 


and Cudahy’s new 
Puritan Jender Ham 
Tops all in Fhavor / 


+ RICHER SwEETER Fiawor 

Le + MADE TENDER OF A Hew 
SxCusiVvE PROCESS 

o NEEDS NO PARRONLING 

> \ 8S COOKING WitIaeer 

9 HES COGHING Time 


a, 


mM AFTER ALL “THE TASTE TELLS” 


How Cudahy Packing Company empha- 
sized the taste appeal during the year. 


ical and economic reaction, instead 
of a substantial increase in sales or 
a favorable attitude towards your 
company. 

Under these’ circumstances, I 
would suggest that you discontinue 
making this recommendation on 
your program. 


7’, v FT 


Unusual Technique 


To the Editor: This layout is one 
of a series currently appearing in 
business papers in behalf of our 


WTI 2a Corn 


* leer! Cartane 


client, Tuthill Pump Company. The 
campaign is outstanding not only | 
for the dramatic and original pres- | 
entation but also in the way the il-| 
lustrations are handled. As far as 
we know, the scratchboard tech- 
nique used in this manner is unique 
in this field 

The cat illustration, in particular, | 
has brought considerable comment | 
from publishers as well as from fel- 
low advertisers. 


B. B. Popett, 
Ebersold, Inc., 
Chicago 


Fred H 


Strange Business 

of Advertising 

| To the Editor: As a housewife, I 
do not pretend, of course, to pos- 


sess any 
| 


me to be a mystery, for whatever 


expert. In a moment of weakness, I 
accepted the invitation of a radio 
advertiser to apply for a premium. 
I bought the product, inscribed my 
name on the blank space inside of 
the carton, as specified, posted it 
to the prescribed address and 
awaited the arrival of the “gift” 
with the best patience I could 
muster. 

Eventually came, not the pre- 
mium, but a printed post card, 
thanking me for the “order.” More 
time passed, and finally I forwarded 
a protest to the advertiser over the 
long delay. And what do you think 
happened then? Well, I received a 
second printed form, apologizing 
for the failure to handle the trans- 
action properly. 

I’d write them again, but I fear 
that the only response would be a 
third and different letter—printed. 
If the housewifing business ever 
goes sour, I’m going to become a 
printer specializing in national ad- 
vertisers’ postal cards. 

Mrs. A. F. ANTHONY, 
Chicago. 


IN ENGLAND.. 


a magazine 


with 4 times 
the coverage 


of Life 


3,000,000 
English families 
take Radio Times 
... 90% of its 
subscribers 
read it daily 


N three million English homes. Radio Times is 


read daily. Who are these readers? Families where 


radio sets are owned. 


Published by the British Broadeasting Corpora- 
tion, only the Radio ‘Times is allowed to print in 
advance full details of the week's programmes. both 
National and Regional. With sponsored broadcasts 
banned, the Radio ‘Times alone serves to take your 


message to the network of radio listeners in Great Britain. 


What kind of readers are they? 


Radio ownership in England is indicative of good 


purchasing power. The Radio Times takes you into 


VICTORY PROMOTION 
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| Copy Credited for 
Pari-Mutual Victory 


To the Editor: A series of aq. 
vertisements run in newspapers of 
Suffolk County, Mass. (including 
Boston), drew widespread interest 
just before election and was given 
much of the credit for carrying the 
referendum in favor of horse rac. 
ing. The proposal was voted out ip 
Agawam in the Springfield area. 
the only other active track in this 
commonwealth, and Suffolk Downs 
in Suffolk County is now the only 
horse track in the state wherein 
the pari-mutuel system is legal. |t 
is interesting to note that the ref. 
erendum was brought to the voters 
on a county basis and not as a 
state-wide measure. 

This is one of the rare cases in 
America where the legality of the 
pari-mutuel system in its use at 
horse racing tracks has been re- 
ferred to the voters. The only other 
occasion of which I know was in 
Houston, Tex., where it was voted 
out. 

The creation of the ideas and 
copy was the work of Arthur A. 


an 


HORSE RACING 


VOTE “YES” ON [oms= m= Wo 


fer ting on inemed brome to. e 


Riley of this agency, the art work 
by Fred Welch of this city. 


This copy retained racing for Massachu- 
setts sportsmen at Suffolk Downs. 


more than 1.000.000 well-to-do homes. 


Where do they live? 


London and Home Counties. 705.966 circula- 


tion, 25 per cent of all families: 


1.867.764 circulation, 27 per cent of all families: 


other counties, 


knowledge of advertising, | 
and so I pass along what seems to | 


Wales, 120,587, 23 per cent of all families; Scot- 
land, 204,496, 17 per cent of all families. This 
coverage is more complete than that offered by 
any of the great national dailies. 


In the United States, Life reaches one family 


*Independent survey. March, 1937. 


E. J. GOuLSTON, 
President, The Goulston Com- 
pany, Boston. 


At Scotland's famous Braemar Gathering 


in sixteen ... in Great Britain, the Radio Times 
goes to one out of every four homes. 

And the Radio Times is a magazine read by the 
whole family .. . referred to whenever any mem- 
ber wants to know “what's on the air?” Ninety 
per cent of its subscribers state that they refer to 
it every day; 65 per cent are still reading their 
copy ten days after receiving it.* 

Successful marketers in England are using the Radio 
Times. If you are selling in Great Britain, you should 
be advertising in Radio Times. Ask your agency for 
Director. 
British Broadcasting Corporation Publications. 
Broadcasting House, Portland Place, W. 1, London. 


information or write to: Advertisement 


MR. J. R. COLLINS, Advertising 
Manager, Libby, McNeill & Libby, 
says: 

“Radio Times takes our adver- 
tising message into a quarter of 
the homes in Great Britain; we 
have felt, therefore, that it is a 
medium well suited to ovr prod- 
ucts. The growth of its circulation 
reflects a live interest in the pub- 
lication, and we feel we are get- 
ting both coverage and quality 
readership." 
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~ CHARACTER BUILDER 


The Book that can stop 
a lot of Bullets 


Three Buffalo banks are cooperating in 
a series of institutional advertisements 
stressing the value of a savings bank in 
training child character. This current 
insertion points out that it takes charac- 
ter to stay out of war and that building 
a savings account can be instrumental 
in establishing this type of character 
which will serve the child well in later 
years. Batten, Barton, Durstine & Osborn 

is the agency. 


Consumers Vote on 


Tide Water Oil's 
1939 Stamp Series 


San Francisco; Nov. 16.—Tide 
Water Associated Oil Company, As- 
sociated Division, plans a consumer 
vote to determine future use of its 
current “Stamps of the West” pic- 
torial feature, Harold R. Deal, ad- 
vertising and sales promotion man- 
ager, said here today. 

One million voting cards will be 
issued through all dealers on the 
Pacific Coast. An affirmative ma- 
jority of these votes will point the 
way to a new series. 

The current issue of the stamps 
includes 100 subjects. Over 90 mil- 
lion have been printed to date, to- 
gether with 750,000 stamp books. 

Voters who reply in the affirma- 
tive will be asked to suggest suit- 
able local topics for the new series. 
Ballots must be turned in before 


Tyson Renamed Head 
of Broadcasters’ Group 


Leo B. Tyson, general manager 
of KMPC, Beverly Hills, Calif., has 


been re-elected president of the 
Southern California Broadcasters 
Association, Inc. 

Calvin J. Smith, manager of 


KFAC, Los Angeles, has been re- 
named secretary-treasurer. 


Oxford Joins World Statf 


Ronald C. Oxford, formerly with 
the National Broadcasting Com- 
pany’s statistical department, has 
joined the market analysis staff of 
tang Broadcasting System, New 
fork 


Of the 


219 


PUBLISHER MEMBERS 
of the Audit 


Bureau of Circulation, 


only 6 magazines 
are currently 
credited with over a 


million 
newsstand 
circulation. Of these 


McCALL’S 


is the single 
representative in its field 
McCall Corporation 
240 Park Avenue 
New York 


Canadian Doctors 
Urged to Start 
Publicity Program 


Vancouver, B. C., Nov. 16.—A 
well planned publicity program was 
suggested here recently as an ave- 
nue through which the British Co- 
lumbia Medical Association might 
emphasize the public value of its 
past accomplishments as well as 
“selling the accepted medical tenet 
that prevention is better than 
cure.” 

Chief advocate of the project was 
Hon. Gordon S. Wismer, K. C., at- 
torney general of British Columbia, 
who addressed the association. 


Mr. Wismer called attention to the 
promotion being done by charlatans 
and quacks, “those who have noth- | 
ing to offer,” and urged legitimate 
doctors to launch a campaign to 
dispel the fear of high fees which 
he said kept people away from the 
doctors’ offices. 


Represents “Camping” 


Joseph B. Gruver, of Lorenzen & 
Thompson, New York, has been ap- 
pointed Eastern representative of 
The Camping Magazine, Ann Arbor, 
Mich. 


Named Vice-President | 


E. T. Morris, account executive 
of Meldrum & Fewsmith, Cleveland, | 
has been named a vice-president. | 


“Electrical Week” to 
Appear in January 


Electrical Week, tabloid newspa- 
per size, will be issued weekly be- 
ginning Jan. 2 by O. H. Caldwell, 
M. Clements and M. E. Herring, 
publishers of Radio Today. 

Headquarters will be at 480 Lex- 
ington avenue, New York. The 
new publication will be devoted to 
the appliance distribution field. 


Teo John Felner Aradt 


Artcraft Venetian Blind Company, 
Philadelphia, has appointed John 
Falkner Arndt Company, Philadel- 
phia, to handle advertising of its 
new bath hamper styled to match 
venetian blinds. Business papers 
will be used. Marcel Schulhoff is 
account executive. 


Two Accounts to 
Whipple & Black 


Whipple & Black Advertising 
Company, Detroit, has been named 
to handle a campaign for Gear 
Grinding Machine Company, De- 
troit, maker of double-motored 
tractor-truck units. Business pa- 
pers and direct mail will be used. 

Comfort Cushion Company, De- 
troit, manufacturers of special beds 
for boats, yachts and coach-trailers, 
has also named Whipple & Black to 
direct its account. Boating and 
trailer publications will be used. 


Selz Joins Agency 
Preston Selz, formerly on the 
copy staff of Sherman K. Ellis & Co., 


has joined Neisser-Meyerhoff, Chi- 
cago. 
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Ben Evans 
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knew where tHE : nee AN 


to sell orange jutce 


Be» EVANS lives in Orange County some 50 
miles south of Los Angeles. He has always lived 
there. He never had to leave to achieve name and 
fame. He just reached out and plucked it out of an 


orange grove. 


In Southern California they'll tell you 17 different 
stories about the genesis of orange juice as a health 
drink. Ben Evans will only tell you one. And he'll 
stick to it. And, as a man who is known as the Orange 
Juice King, he is hard to disbelieve. He can talk pure 
juice, concentrates, canned juice, until you are 


yellow in the face. 


As a boy Ben lived on the outskirts of Anaheim. 
When he was 10 years old he hammered together a 
little stand, rolled oranges on its rough boards until 
they were soft, cut holes in them, squeezed out the 
juice and sold it as ‘“‘Ben’s Sunshine Drips’’ at 2c a 
glass. He sold it, too! The neighbors and passers-by 
liked his enterprise. And this, some 40 years ago, Ben 


says, was the first commercial venture in orange juice. 


“‘Dad,”’ he said one day, “there aren’t enough 
people going by our house. If I was only down at 
Uncle Joe’s in the center of town...’ He had 
learned early that people make markets. He never 


forgot it. That’s why you'll find the companies that 


Ben Evans controls today concentrating on great 


arterial locations and streets of high traffic density. 


Whether you are selling orange juice or automo- 
biles, olive oil or oil burners, razors or refrigerators, 
you should make your stand where people congregate 
in crowds. Sales in volume and at a profit are made 


where prospects mass together. 


In Oregon this ‘“‘massing”’ has occurred in only one 
place—in the Portland trading territory. Over half 
the state’s population lives here. Over 59% of the 
retail sales of Oregon are made here. In this area 
66% of the income taxes are paid. And here where 


the people of Oregon have massed, where your dis- 


tribution centers and is most complete, the Journal 


is outstanding in leadership. In circulation the daily 


Journal reaches 9,456 more families in this area than 


the second paper —31,345 more than the third. You’ll 


find it, as others have, the one best medium in which 


to concentrate your advertising to sell a concen- 


trated market. 


THE JOUR AMAL 


PORTLAND, OREGON 


REYNOLDS-FITZGERALD, INC. 
NATIONAL REPRESENTATIVES 
NEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
SAN FRANCISCO + LOS ANGELES + SEATTLE 
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Lucky Strike Gets 
Court Verdict in 
$500,000 Suit 


Griswold's Claim to 
Campaign Authorship 
Draws Dismissal 


New York, Nov. 15.—Ruling that 
the “talking cigarette” advertising 
technique was not new when used 
by Lucky Strike in 1935, Federal 
Court Judge Robert Patterson this 
week granted a defense motion for 
a directed jury verdict, thus ending 
a $500,000 suit by Arthur R. Gris- 
wold against American Tobacco 
Company and Lord & Thomas. 

Philip S. Rivlin, attorney for Mr. 
Griswold, told ADVERTISING AGE to- 
day that an appeal would be taken. 
Under federal law, notice of in- 
tention to appeal may be filed at 
any time within three months. Such 
notice will be filed as soon as the 
necessary papers are drawn up by 
Mr. Rivlin and his aides. 

Judge Patterson, who _ asserted 
that “it would be hard for anybody 
to submit an original advertising 
idea in the cigarette field,’ agreed 
with the defense contention that 
there was nothing new in Lucky 
Strike’s 1935 campaign which was 
built around the slogan, “I’m your 
best friend.” 

The court declared that the only 
thing new in the Griswold plan was 
the suggestion for a ten-cent brand 
to be called Buddies, and that this 
plan was never adopted. The 
American Tobacco Company ad- 
mitted having received an advertis- 
ing plan from the plaintiff, but de- 
nied having used any part of it. 


Hill Backs Collier 


One of the last defense witnesses 
was George Washington Hill, presi- 
dent of the tobacco firm. He cor- 
roborated the story previously told 
by Barron Collier, Jr., that Collier 
was the originator of the idea used 
in 1935 advertising for Luckies. 
He also testified that back in 1917 
he personally supervised the prep- 
aration of copy for Sovereign cig- 
arettes, a product of American To- 
bacco Company, in which the slogan 
“IT will never tail you” was used 
along with the “talking cigarette” 


technique. 

The case was dismissed when 
Judge Patterson said: “I am of the 
opinion that the motion must be 


granted for a directed verdict in fa- 
vor of the defendants on the ground 
that on the undisputed evidence in 
the case there is nothing in the 
plaintiff's plan that was original or 
unique that was taken by defendant 
American Tobacco Company.” 


Association Names A&R 

The Memorial Extension Com- 
mission, New York, composed of 
quarriers, manufacturers and deal- 
ers in granite and marble indus- 
tries of the United States, has ap- 
pointed Alley & Richards Company, 
New York, to handle its national 
advertising account. 


Gets Lyon Electric 


Sammis & Darling, Advertising. 
San Diego, Calif., has been named 
to handle the advertising of Lyon} 
Flectric Mfg. Company, San Diego, | 
maker of electrical equipment for | 
poultrymen, farmers and pet own-| 
ers Business papers, direct mail 
and catalogs will be used. William 
R. Darling, Jr., is account executive 
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f_, CHARLES MICHELSON 


45 FIFTH AVENUE NEW YORK 


British Columbia 
Plans Increase 
in Tourist Budget 


Victoria, B. C., Nov. 15.—An in- 
crease of more than 100 per cent in 
the tourist advertising and publicity 
budget of British Columbia is pro- 
vided for in the annual budget of 
the province submitted last week to 
Parliament. 

The budget this year was $50,000, 
spent through the recently created 
Bureau of Industrial and Tourist 
Development. Future plans call for 
an expenditure of $120,000. 

Of the additional $70,000, it is 


planned to allot half, or $35,000, for- 


increased tourist advertising and 


\grants to local bureaus. Another 
| $10,000 will be used for general ad- 
| vertising purposes, while $20,000 has 
\been proposed for motion picture ac- 
tivities. It is also planned to add 
to the bureau a publicity editor and 
junior clerk, the former at an an- 
nual salary of $2,500. 


Cottin Joins Agency 

Louis M. Cottin has joined Green- 
Brodie, Inc., New York, as director 
of merchandising and research. He 
was formerly with Remington Rand, 
Inc., Buffalo. 


Middleton Moves 


Harold E. Middleton, Detroit pub- 
\lication representative, has moved 
ito 625 Ridgedale avenue, Birming- 
tham, Mich. 


FLOUR AND OTHER MILL 


LOADINGS \P 5.0 


Francisco, Gallup 
to Dwell on Public 
Opinion at NAM 


New York, Nov. 16.—Public rela- 
tions will again occupy the spotlight 
at the annual congress of American 
industry, sponsored by the National 
Association of Manufacturers, to be 
held here Dec. 7-9. 

Among the speakers scheduled to 
discuss the subject are Don Fran- 
cisco, president of Lord & Thomas, 
whose topic will be: “Your Part- 
ner, the Public, Must Know,” and 
George Gallup, of the Institute of 
Public Opinion, and vice-president 
of Young & Rubicam, who will 


talk on “Public Opinion Changes.” 


There are many indices which show that the 
Spokane Market is going forward under a good 
head of steam. Bank deposits, June 30 call, were 
within $50,000 of the 1929 peak; Number of 
building permits first 9 months 1938, highest for 
any like period in Spokane history; Employment 
at Grand Coulee dam, 8th Wonder of the World, 
up 66.2% over early summer. 


LIVESTOCK 
LOADINGS 
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Nielsen Radio Index 


on Marketers’ Program 


H. L. Rusch, vice-president, A. ¢ 
Nielsen Company, will discuss the 
“Audimeter Method of Measuriy 
Radio Listening” before the Chi. 
cago chapter of the American May. 
keting Associaticn, Tuesday, Noy 
22. The audimeter is a devi 
which is installed in the radio cabj. 
net, and which records every move. 
ment of the operator of the radio, 

The meeting will be held at the 
Stevens building restaurant, 17 y. 
State street, at €:15. 


Gold Group Grows 

WTAG, Worcester, Mass. and the 
Don Lee-California Broadcasting 
system, consisting of 14 stations 
have joined the World Transcrip. 


— —_= 


Another important index 
is the national forecast of 
the Regional Shippers’ 
Advisory Boards covering 
freight car requirements 
of 29 principal commodi- 
ties as furnished to the 
car service division of the 
Association of American 
Railroads. 


THE SPOKESMAN-REVIEW 
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Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Boston—Los Angeles—Sa" 
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HOLC Considers 
-—[ Advisory Service 
[| for Realtors 


Washington, D. C., Nov. 16.—Two 
methods of advertising procedure to 
_ stimulate the sale of foreclosed 
| property are currently under con- 
© <jderation by the Home Owners’ 
» oan Corporation, it was learned 
i this week. 

The first plan involves setting up 
a counseling service here which 
would study advertising ideas sub- 
mitted through state and regional 
¢ & HOLC offices. Worthwhile sugges- 
3 tions would then be sent to local 

brokers in need of such counsel. It 
is also pointed out that this would 


decrease. 


Daily Chronicle give 


Forecast of car loadings for the 
4th quarter 1938 shows esti- 
_ mated loadings in the Spokane 
area and contiguous territory 
(14 on the map) up 6.6% 
compared to 1937, while the 
United States total is 3.6% 


With 95.87% coverage of all 
Spokane newspaper-read- 
ing familiesinthecitiesand 
towns of this area (R. L. 
Polk &% Co.) The Spokes- 


man-Review and Spokane 


dominating influence 


aid the HOLC in keeping a check 
on brokers whose copy on fore- 


'closed property is out of line with 


government policy. 

Brokers are not supposed to ad- 
vertise HOLC properties as “bargain 
prices” and are also told to play 
down the fact that such properties 
are foreclosures. Advertisements of 
HOLC houses as “distressed” prop- 
erties also violate HOLC policy, as 
do those which picture the HOLC 
building here as “the institution 
which stands behind the property.” 

The second advertising plan be- 
ing considered by the HOLC is the 
possibility of setting up a service 
agency which would prepare and 
sell approved mats to brokers in the 
field. The U. S. Building and Loan 
League’s building development serv- 


ice is being studied as an example. 

It is believed that the first plan 
will find more favor, due to the 
criticism which might arise from 
the second in complaints that the 
government would actually be sell- 
ing advertising material. 


Houck Gets Hotels 


Houck & Co., Advertising, Roan- 
oke, Va., has been appointed to 
handle the advertising of The 
Breakers and The Pocahontas, Vir- 
ginia Beach, Va., hotels. Newspa- 
pers, magazines and direct mail will 
be used. 


Tracy Joins NNPA 

Lee Tracy, promotion manager, 
New York World-Telegram, has be- 
come a member of the National 
Newspaper Promction Association. 


SPORMANE \ 
AREA | 


a 


the 


[“— DECREASE 
0 to 5% INCREASE 

MMMM 5 to 10% INCREASE 
EXEXKY 10 to 15% INCREASE fm 
MMMM 15 to 20% INCREASE am 


FRESH VEGETABLES 


1 wea? aT 


Muzak Issues Rate Card 

After a month of experimental 
operation, Muzak Sponsored Pro- 
gram Service, New York, has issued 
a rate card covering a new point- 
of-sale audible advertising medium 
which reaches bars, grills and res- 
taurants via direct wire network. 
Musical programs will not be spon- 
sored but there will be 15-second 
commercial announcements every 
15 minutes. Rates vary from $15 
to $50 per day. 


Plan World's Fair Book 


Exposition Publications, Inc., New 
York, has announced space reserva- 
tions for the World’s Fair Official 
Guide Book. The page size will be 
5144 by 8% inches, and the first 
press run of 1,000,000 copies will be 
on sale March 1. 


which enables advertisers 
_ tocash in on the present 
| favorable conditions in 
one of the nation’s most 
favored markets. 


CEMENT LOADINGS 


UP 12.6%, 


IRON AND 
STEEL 
UP 28.9%, 


EVENING | 


WASHINGTON 
Francisco—COLOR REPRESENTATIVES—Sunday Spokesman-Review Magazine and Comic Sections—Associated Weekly 
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HOLIDAY SUGGESTION 


Santa Caus Sr. 


recommends 


MAGIC CHEF 


TO MAKE MOTHER HAPPY / 


~ + AND SAVE BER MONEY ALL WEXT YEAR! 
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(DEALER'S NAME AND ADDRESS) 


Holiday Drive for 
Magic Chef Stars 
Santa Claus, Jr. 


Cleveland, Nov. 16.— Reversing 
the usual order, American Stove 
Company’s Christmas copy for its 
Magic Chef ranges will present 
Santa Claus as a youngster and the 
latter’s mother as the recipient, 
rather than the donor of the gift. 

This was disclosed today in plans 
outlined by L. C. Ginn, sales pro- 
motion manager. The special 
Christmas drive follows magazine 
copy in Better Homes and Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, and Woman’s Home Com- 
panion. Dealers are expected to 
take advantage of the wide variety 
of newspaper mats offered by the 
company, in addition to other holi- 
day advertising material. 

A sample newspaper insertion 
pictures “Santa Claus, Jr.,” and of- 
fers his recommendation of a “Magic 
Chef to make mother happy.” 

Below this is an illustration of 
the range on which are perched 
not one but six Santas. These mini- 
ature figures call attention to major 
features of the range and each 
Santa has an individual sales story 
to tell in individual “balloons.” 

Other features of the campaign 
will include special window dis- 
plays, store promotional material and 
a Christmas cooky recipe book, 
available to dealers on a cost basis. 

Batten, Barton, Durstine & Os- 
born, Buffalo, is the present Amer- 
ican Stove agency. Magazine copy, 
however, was prepared by the for- 
mer agency, Richardson-Oswald, 
Inc. 


’ 


Toins United Woolen 


Marian E. Catlin, formerly in the 
advertising department of Pennzoil 
Company, Oil City, Pa., has been ap- 
pointed advertising manager of 
United Woolen Company, Columbus, 
oO. 


To Libbey-Owens-Ford 


Carlton K. Matson, formerly edi- 
tor of the Toledo News-Bee, has 
been appointed public relations di- 
rector of Libbey-Owens-Ford Glass 
Company, Toledo. 


Murray Advanced 

Banks A. Murray, for the past 
nine and a half years with the 
Herald & Times, Washington, D. C., 
has been appointed street sales man- 
ager. 


“Hello, John Hymes” (Lord & Thomas, N. Y.C.) 


ay MARKET ? 


“Well, look at this . 605,- 
000 people in Peeriarea concen- 
trated within an hour's drive 
of Peorla—more people than in 
the whole state of Idaho. Rich 
farms—large industrial pay- 
roll And you cover 
Peoriarea’ wit! one = station— 
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Free & Peters, weet 
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Natl. Reps 


WOMB Dud 
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FIC Insists on 
Expert Opinion in 


Testimonial Copy 
Layman Held Unable 


to Discuss Technical 
Subject Matter 


Washington, D. C., Nov. 17.--The 
possibility that the Federal Trade 
Commission may be training its 
censorship guns on testimonial ad- 
vertising was seen here this week 
in an order requiring a Los An- 
geles proprietary remedy manufac- 
turer to eliminate testimonials 
from copy despite the fact that 
neither the genuineness of the quo- 
tations nor the identity of the users 
were issues at stake. 

The basis of the FTC order is 
that testimonial advertising in be- 
half of medicinal products by users 
is taboo because the latter “are not 
sufficiently skilled in the diagnosis 
of human maladies to state accu- 
rately the nature or extent of any 
effect obtained from a use of the 
product.” 


Broad Policy Undefined 


Observers here pointed out that 
on the same grounds it might be 
held that the prima donna who tes- 
tifies that cigarettes are kind to her 
throat, or the explorer who vows he 
gets a lift, are likewise incapable of 
furnishing expert opinion on the 
subject. 

Up to the present, however, the 
FTC has not extended its testi- 
monial logic nor will officials make 
any blanket statement as to whether 


WE SOLVE IT! 
Translations and publicity in all Foreign 
Languages, Advertising Style. Com- 
position & Make-Up for all Languages. 
and charge regularly ‘“‘A for an Alpha.” 


sGEORGE STAVROU 
132 Nassau St., New York, N. Y. 


/ 


ne ne OTR. 


TELEVISION EXPERT TO EUROPE 


A bon voyage party of General Electric executives aboard the Statendam as 
E. H. Vogel, manager of the radio division, set forth to inspect foreign television 
developments, included (left to right) D. W. May, radio sales manager for New 
York; P. F. Hadlock, commercial engineer; Mr. Vogel; A. A. Brandt, radio adver- 
tising supervisor; Tom Erwin, of Maxon, 
G-E vice-president in Rio de Janeiro. 


or not testimonial copy is held an 
unfair representation in instances 
like those cited above. 

In the Los Angeles case the com- 
mission cited examples of testi- 
monials which, it asserted, were un- 
desirable because the laymen quoted 
had no medicinal knowledge to help 
them substantiate their claims. 
Typical of the copy used with pic- 
tures of the benefactors were the 
following: 

“Mrs. G. A. Ferebee, of Eugene, 
Oregon, who says of Van-Tage: 
‘Here is one medicine that really 
helps a person. I gladly endorse it 
to all poor sufferers.’ ” 


Example of Testimonials 


“*T would choke and strangle in 
my bed at night with stomach gas. 
But now Van Tage has relieved me. 
It’s wonderful.—Mrs. H. Dreher, 
1025 Florida St., Los Angeles.” 

This type of advertising, FTC offi- 
cials remarked, has been used for a 
long time in the medical field, and 
while much objectionable copy has 
been cleaned up in recent months, 
there appears to be a revival of tes- 
timonials, perhaps inspired by the 
extensive use of testimonial copy by 


Inc., the G-E agency, and J. F. Bahn, 


more prominent national advertis- 
ers. The commission is believed to 
be pushing a vigorous reform pro- 
gram through its new Periodical Di- 
vision. 


Finding Auto 
Prospects Like 
Proverbial Needle 


New York, Nov. 15.—An insight 
into the merchandising problems of 
the automobile industry was given 
to the Sales Executives Club of New 
York today when Ralph L. Lee, 
public relations division of General 
Motors Corporation, pointed out 
that oniy 20 out of every 1,000 peo- 
ple are real prospects for a new car 
at any given time. 

Mr. Lee declared that consumer 
research studies by his company 
show that there are only 160 car 
owners out of every 1,000 people, 
and only about half of them buy 
new cars. These 80 new car buy- 
ers change models on an average 
of every four years, thus reducing 
the number of prospects to 20. 

The speaker pointed out that sell- 
ing cars is little different from sell- 
ing other high priced commodities, 
and that the salesman in many ways 
resembles a spider who spins his 
web to catch the fly when he hap- 
pens by. Car buyers, he said, do 
not start to shop around for a new 
model until two weeks before mak- 
ing the actual purchase, so a sales- 
man must concentrate on prepar- 
ing his web to insure that as many 
prospects as possible will become 
customers when they decide to buy. 


Tips for Salesmen 


The analogy between a salesman 
and a_ spider should end after 
spreading a web, Mr. Lee said, for 
no salesman ought to treat a cus- 
tomer like a spider treats a fly. A 
good salesman ought to follow these 
rules: have a thorough understand- 
ing of the buyer’s desires, know his 
product thoroughly, and be con- 
vinced that his product is the best 
in the field 

“High pressure salesmanship has 
had its day,” he declared, “and that | 
day is long since passed.’ Such tac- | 
tics are an insult to a prospect’s in- 
telligence, he said He drew ap- 
plause from his audience of sales 
managers when he recommended | 
that salesmen “approach prospects 
with the suspicion that they are in- 
telligent.” 


Chesley Joins Y & R 


William S. Chesley, Jr., sales and 


Earnings of 
Advertisers 


Radio Corporation of America 

Report shows net income for the 
quarter ended Sept. 30 of $3,099,- 
577, against $3,713,851 for the Sep- 
tember quarter of last year. Net 
income for nine months amounted 
to $8,510,029, compared with $11,- 
136,759 for the first three quarters 
of 1937. 


Skelly Oil 

For the quarter ended Sept. 30, 
net profit was $695,180, compared 
with $1,911,022 for the same period 
in 1937. For nine months ended 
Sept. 30, net profit was $1,973,422, 
compared with $5,346,940 for the 
first nine months of 1937. 


Packard Motor Car 

Net loss for the third quarter 
amounted to $2,053,852, against net 
loss of $2,324,852 for the third 
quarter of last year. Net loss for 
nine months amounted to $3,298,790, 
compared with net profit of $1,494,- 
205 for nine months ended Sept. 30, 
1937. 


Curtiss-Wright 

The company reports net profit 
for the quarter of $444,036, com- 
pared with $690,987 for the Sep- 
tember quarter of the previous 
year. For nine months, net profit 
was $2,625,898, compared with $1,- 
591,584 for the corresponding period 
a year ago. 


Greyhound Corporation 

For nine months ended Sept. 30, 
net profit amounted to $4,315,774, 
against $4,121,187 for the compar- 
able period in 1937. 


Studebaker Corporation 

The company reports loss of 
$891,751 for the third quarter, com- 
pared with a loss of $665,941 for the 
third quarter of 1937. The cumu- 
lative loss for the first nine months 
was $2,832,112, compared with a 
profit of $508,577 for the first nine 
months of 1937. 


Texas Guli Producing 

Net income for 12 months ended 
Sept. 30 was $489,879, compared 
with $890,953 for the previous 12 
months, a drop of 44 per cent. 


Procter & Gamble 


For the September quarter, net 
profit was $6,097,510, compared 
with $5,044,338 for the September 
quarter in 1937. This is an increase 
of 19 per cent. Net profit for the 
June quarter of this year was 
$5,254,048. 


Hamilton Watch 
Report shows net profit of $281,- 
848 for the third quarter, com- 


Coming 
Conventions 


Nov. 22. Central States meeting, 
American Association of Advertis- 
ing Agencies, Medinah Club, Chi- 
cago. 

Nov. 28-30. 
Associated 


Annual convention, 
Grocery Manufacturers 


|of America, Waldorf-Astoria, New 


York. 
Dec. 7-9. Annual congress, Na- 
tional Association of Manufactur- 


ers, New York. 


Dec. 27-30. Annual convention, 
|American Marketing Association, 
Detroit. 

Jan. 21. Midwinter meeting, Ad- 


merchandising executive of Schen- 
ley Distillers Corporation, 
York, has resigned to 
& Rubicam, New York 


join Young 


Starts Layout Course 


The Milwaukee Typothetae has 
inaugurated a course in layout and 
printing production under the in- 
structorship of William H. Badke, 


Olsen Publishing Company 


Ilium Joins Agency 

Herbert C. Ilium has been ap- 
pointed vice-president of Hays Mac- 
Farland & Co., Chicago He was 
formerly advertising manager of 
Wahl Company, Chicago 


New | 


vertising Affiliation, Buffalo, N. Y. 

March 7-10. Annual Packaging 
| mapesition, American Management 
| Association, Hotel Astor, New York. 

April 28-30. Annual convention, 
| Associated Business Papers, Inc., 
| The Homestead, Hot Springs, Va 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
a 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
| Men, Hotel Astor, New York. 


ee 
— 


pared with $456,253 for the Same 
quarter of last year. 


Continental Oil 

For the third quarter, net prog; 
was $2,706,698, compared with $3. 
730,045 for the third quarter of 1937 
For the first nine months, net prog; 
totaled $5,793,406, against $11,614. 
574 for the corresponding period 3 
year ago. 


Holland Furnace 

Net income for three month; 
ended Sept. 30 totaled $640,639 
against $633,054 for the same perio, 
last year. For nine months, net jp. 
come was $760,997, against $736.19: 
for the first nine months of 1937. 


. “ 
Nye Joins “Prevue” 

Frank W. Nye kas been appointes 
advertising director of Simplicity, 
Prevue Magazine, New York, sy. 
ceeding Harry Singer, who has beer 
appointed promotion manager. yy, 
Nye was formerly vice-presider 
and advertising director of Fami| 
Circle. 


Mosher to “Gazette” 


Charles A. Mosher, formerly as. 
sistant to the advertising directo 
of the Daily Beacon, Aurora, []| 
has been named advertising directo 
of the Gazette, Janesville, Wis 
succeeding the late Thomas G. Mur. 
phy. 


Miles Names Elterich 


Miles Laboratories, Elkhart, Ind 
has appointed H. N. Elterich, Inc 
New York, to handle advertising 
and promotion of Alka-Seltzer in 
Africa and the Far East during 
1939. 


“You” Promotes Two 
Frances Harrington, Eastern ad- 
vertising manager of You, and King 


No 


Whitney, assistant to the publisher, | 
have been named vice-presidents 
of You Publishing Company, New 
York. 


New Arco House Organ 

A new monthly journal called the 
“Arco-tect” has been sent to archi- 
tects and builders by the American 
Radiator Company, New York. It 
is edited by Kenneth Murchison. 


Jessop Expands 


Jessop Advertising Company, Ak- 9 


ron, O., has moved to larger quar- 
ters in the Centra! Tower bldg. 


EYE" CATCHERS 


| a 
A SHOT IN THE ARF 


for Tired Advertising! 


A LOVELY, eye filling, pretty girl * 


a sure fire reader-getter. . - 
advertisers who fill 2/3 of a $7,000 P®* 


with alluring femininity have lea" 

from experience. ... The pretti sté 

of the advertising world are your 

EYE* CATCHERS. ... Why * S . 
t 


about this fast growing, newes 
the advertising world? 100 new sut ; 
for every line of business, monthly * 
$5 Proofs FREE on request. .-** 
obligation. 


EYE* CATCHERS, Inc. 


New Yer: 
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Wadsworth and Casmir, New York, 


|} copy include Collier’s, Liberty, Life 
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: milk for three months; 60 fourth i tte Gets Nehi Products 
MODERATION abe Free Milk Supply prizes of free milk for one month; ——— gdny | Batten, Barton, Durstine & Os- 


Tae House of SEAGRAM --- 
Hiss Slag, Ee oP 


This blunt warning, "Some Men Should 
Not Drink,” heads an advertisement re- 
leased by Seagram Distillers Corporation 
in its educational moderation campaign. 
Cecil, Warwick & Legler is the agency. 


Seagram Woos 
Medical Good Will 
in Moderation Copy 


New York, Nov. 16.—The mod- 
eration campaign sponsored by Sea- 
sram Distillers Corporation this 
week struck the most positive note 
since its inception, when copy was 
released in newspapers and maga- 
zines, flatly declaring: “Some men 
should not drink.”” Consumers were 
advised to seek the advice of their 
family physicians, who “may even 
tell you that you should not drink 

hat all. He will always advise you 
ito be moderate.” 

Seagram has carried on the mod- 
eration drive since repeal, using 
copy which featured such head- 
i lines “We who make whisky 

say, ‘drink moderately’ ”; “We don’t 

want bread money”; “Drinking and 
driving do not mix”; “Pay your bills 
Dfirst’; and “You’re a hero to your 
: son.” 
» Magazines 


as: 


carrying the latest 
Mand Time. Cecil, Warwick & Legler 
™ handles the account. 


I Ziff-Davis Promotes 
Cahn, Winslow 


Sanford L. Cahn has been ap- 
pointed advertising manager of Ra- 
dio News, Chicago, Ziff-Davis pub- 
lication. He was formerly advertis- 
ing manager of All-Wave Radio. 

Hugh W. Winslow has been named 
advertising manager of Popular 
Photography. He was formerly on 
the advertising staff. 


Gets Shoe Account 


Martin & Martin Shoes, New York 
and Chicago, has appointed Grant & 


as agency. Newspapers, class maga- | 
§ zines and direct mail will be used. 


etscelbcswendl wn 
Flavor Extract to Leon 


_ Salient Flavoring Corporation, 
» ‘ew York, flavoring extract, has 
appointed S. R. Leon, Inc., New 


York, 


to direct its advertising ac- 
count 


ky C 
[2 Wabath 855-86 A 
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Direct - Mail - Advertising 


Aute matic-Typewriting 
Multigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 
Mimeographing 
Folding—Enclosing 
Stamping—Mailing 
Varityping 
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Gift Offer in 
Bottle Top Contest 


New York, Nov. 16.—Free milk 
for a year is the first prize in a con- 
test announced by Standard Cap & 
Seal Corporation in current issues 
of national magazines. Many of the 
600 dairymen who employ the 
company’s wire hood seal method 
are tying in with local newspaper 
advertising. 

Contestants are required to re- 
assemble a “scrambled” sentence 
and send it in with a statement tell- 
ing why they like the welded wire 
hood seal. There are three second 
prizes consisting of free milk for 
six months; ten third prizes of free 


and 200 fifth prizes of free milk for 
a week. 

The contest closes Dec. 31. Pro- 
motion includes two-color pages in 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, Parents’, and 
Woman’s Home Companion, for No- 
vember and December. Sherman K. 
Ellis & Co. handles the account. 


Palmer Appoints Agency 
Pettingell & Fenton, New York, 
has been appointed advertising and 
merchandising counsel by Palmer 
Brothers, New London, Conn., man- 
ufacturer of Palmer quilted mat- 
tresses and Palmer comfortables. E. 
Gerry Tuttle is the account execu- 
tive and Fleur Fenton, executive 
vice-president of the agency, will 
direct styling and merchandising. 


Council has planned a national cam- 
paign Dec. 8-14 and Jan. 12-18 to 
promote the sale of butter. The 
drive will be scheduled in coopera- 
tion with the National Cooperative 
Milk Producers Federation. 


Sanche to Prodden 


R. D. Sanche has joined Prudden, 
King & Prudden, newspaper repre- 
sentative, Chicago. He was for- 
merly advertising manager of the 
Record-Herald, Wausau, Wis. 


Two Name Ward 


American Independent Baker, 
New York, and Furniture Index, 
Jamestown, N. Y., have appointed 
James A. Ward Company, Chicago, 
as Middle Western representative. 


born has been named to handle the 


Royal Crown Cola account and 
other products of The Nehi Corpor- 
| ation, Columbus, Ga., in associa- 


tion with James A. Greene Com- 
pany, Atlanta. 


Ferguson with WCLO 


R. L. Ferguson has been ap- 
pointed station manager of WCLO, 
Janesville, Wis. He was formerly 
with Weed & Co., Chicago radio 
representative. 


Rae Joins WNEW 


Marvin DeWitt Rae, Jr., formerly 
with the sales promotion depart- 
ment of National Broadcasting 
Company, has joined WNEW, New 
York, as promotion manager. 


— BUT IS HE 7 


Your salesmen have met this type of 
buyer time and again. Though he’s 
**regular’”’ enough at heart, he has dis- 
covered that puffing himself up like a 
pouter pigeon and acting lofty does 
much to dampen a salesman’s ardor. 

But when these “big shot’’ prospects 
of yours pick up their favorite business 
papers, they are with old friends. No 
need then to be pompous. They hang 


up their defensive masks when they 


are on a common 


with editors who are their trusted 


consultants. They’re in a frame of 


POMPOUS 
GUY, EH... 


THIS PROSPECT OF YOURS 


8 


P oO OP gay. _ 


meeting ground 


mind receptive to advertising, too. 

You will find that the business 
papers to which most of your pros- 
pects look for money-making ideas are 
A.B.P. members. For these publica- 
tions, some 1,400,000 business men pay 
$3,500,000 each year in subscription 
cash. That backlog of paid circula- 
tion, plus the extremely high editorial 
quality of all A.B.P. publications, is 
your guarantee of a sure way to help 
your salesmen get back of their pros- 
pects’ masks of sales resistance. 


To get the real value that resides in 


good business paper advertising, place 


A.B.P. publications at the top of your 
advertising schedule. 


The ASSOCIATED BUSINESS PAPERS, Inc. 


and publishing integrity 


369 Lexington Avenue, New York 
4 Look for the two hall-marks of known value > 


Proved reader interest in 
terms of paid circulation 


noe.” 
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Advertising ala 
Hollywood to Stir 
Nation's Mirth 


Cigarette Contest, 
Market Surveys Lam- | 
pooned in Film | 


New York, Nov. 11.—Hollywood’s | 
idea of the advertising business, in- | 
tended to amuse even those it bur- 
lesques with its daffiness, will be 
unveiled Dec. 23 by 20th Century- 
Fox under the title, “Thanks for 
Everything.” 

The flights of fancy to which an 
imaginative scenario writer has re-| 
sorted to romanticize advertising | 
are true to the Hollywood tradition. 


THE PUBLIC LEARNS ABOUT ADVERTISING AGENCIES 


At the left is Jack Haley, who plays the role of the average man in the new 20th Century-Fox film. On the right is Holly- 


wood's idea of what goes on inside an advertising agency. 


passed along to advertisers who 


| Menjou has to reveal the whole 


think the stiff fees they are paying| plot to prevent Haley’s confinement 


are for results of a scientific survey 
of public opinion. Schemes de- 


jin an asylum. He pays off the $25,- 
|000 prize for winning the contest 


The plot concerns a youth from) Vised as a result of these fake find- and tosses in $100,000 more for 


Plainsville. Mo., who wins a cig- 
arette contest to find “Mr. Average 
American Citizen.” 


ings result in successes for a time. 
The plan boomerangs after Men- 


|jou starts a search for a typical|custody as a 


guinea pig services. All ends hap- 
pily with Menjou being taken into 
mental case, and 


Jack Haley plays the role of the ‘American girl for the World’s Fair.|Haley marrying his sweetheart and 


average man. 
the high pressure president of Har- | 
court Advertising Agency who 
stages the contest for a client, Puff | 
cigarettes. Jack Oakie plays the! 
right-hand man to the agency head. 

Things begin to get involved 
when it is discovered that Haley | 
answered all 100 questions in the| 


: 7 New York, Nov. 15—Drug and /eral court, claimed that General a ery Sr ort 
contest correctly, instead of 99 as at | _This disturbance se his love Se | cametic manufacturers will spend | Mills unfairly made use of an ad- penis ot poner — oe 
first believed. The mistake he is | Causes the average ange to cease be- approximately $114,000,000 in ad-|vertising idea originated by the pn on aaer Gans Gee tn m= 
thought to have made turns out to|ing typical. Before Menjou dis- vertising during 1939, according to|agency. The bill of particulars Bal 


be the correct answer following a 


new survey of public tastes. \which are not typical, the whole | hug Chemical and Allied Trades |to shed further light upon these clubs and ” few veg os Page * 
business almost goes to pot because Section of the New York Board of |Charges. trade name of Billy Baxter. When ¢ 
Market Research Genius of a series of unwise decisions. ir : It is understood. however, that|the demand for the new product i in 
Trade. Total advertising expendi- SB SRS ROCR, NOWSVES, Wat began to spread, the company en- ; 
When Menjou finds that “Mr. Virtue Finally Triumphs ‘tures for the current year were esti- Westheimer’s claim involves use ot larged its output to include a com- 
es at) eet: ow Pe | ai ois in a re- |comic strip copy in advertising for ° : ; 
Average Man” was able to antici- |mated at about $100,000,000 in a re . lete line of carbonated drinks 
, . os P . nis ee a General Mills’ Wheaties. No spe-|? : ’ 
pate a change of public opinion and To snap Haley back to normal,|cent board of trade survey. sp ; ria , Red Raven claims today to be the Su 
thus give the correct answer, he is|Menjou contrives to get his guinea| Mr. Dinkins, who is vice-presi- ome piece of copy is mentioned. sole bottling house in the United : he 
convinced that he has uncovered a|pig in a sick bed. Having acquired | dent of the American Cyanamid and | Westheimer alleged that a portion 


gold mine, a million dollar guinea 
pig. He dupes Haley out of his prize 
money, and gives him a job in the 
agency, ostensibly out of sympathy 
but really to gain Haley’s reactions. 
unconscious 
by Haley is 


Every 
made 


suggestion 
recorded and 


bled beauties and _ suggests his 
sweetheart back home. She is 
brought to New York, but will have 
nothing to do with him because he 
had to borrow money to make the 
trip to collect his prize and he has 
not repaid the sum out of his sup- 
posed fortune. 


covers that he is relaying reactions 


the account of a foreign government 
which wishes to gain the public re- 
action to war in order to know how 
far to go with diplomatic relations, 
Menjou sets out to test a faked 
propaganda campaign on Haley. 
Haley reacts all too violently and 


Adolphe Menjou is | Haley doesn’t like any of the assem-| taking her back to Plainsville. 


‘Sees $114,000,000 


Cosmetic, Drug Ad 


Budget for 1939 


Philip M. Dinkins, chairman of the 


Chemical Corporation, based his 
prediction on a recent survey which 
revealed that the average increase 
in advertising outlay planned by 
drug and cosmetic manufacturers 
for next year, will be 13.9 per cent. 

In addition to the $100,000,000 
spent in advertising this year, Mr. 
Dinkins referred to the outlay of 
| $33,000,000 for drug, chemical and 
cosmetic research. 


Adolphe Menjou (right) is the high pressure agency president. 


Westheimer 


Asks $100,000 
of General Mills 


St. Louis, Nev. 16.—Interest in 
the apparent “open season” on 
claims alleging stolen copy ideas, as 
evidenced in two recent New York 
suits involving major advertisers, 
was heightened here today as Gen- 
eral Mills awaited a bill of particu- 
lars in the suit filed against it by 
Westheimer & Co., local agency, for 
$100,000. 

Westheimer, filing its suit in fed- 


asked by General Mills is expected 


of the idea in question was first dis- 
closed to General Mills officials by 
the agency. Also related is a later 
visit made by the agency represen- 
tatives to General Mills headquar- 
ters when the idea was allegedly 
disclosed to still more officials of 
the company. 

Then, Westheimer 
agency was told to 


alleged, the 
ascertain the 
cost of research, and did so by con- 


ee 
— 


‘Morning After’ 
Veteran Turns to 
Soft Drink Field 


Pittsburgh, Nov. 17.—Rememb},, 
Red Raven Splits, one of the mow 
famous remedies for that “mopp. 
ing after” misery in the pre-pyo. 
hibition era? 

Although that useful product }; 
vanished from the market, its map. 
ufacturer, the Red Raven Corpora. 
tion, is making a strong come-bac, 
with its Billy Baxte: carbonate 
waters. The company now Ships 
to Honolulu, Porto Rico, Panam, 
Canal Zone and the Virgin Islang 
and a national advertising progray 
has been launched in this country 
Currently on the schedule are T), 
New Yorker and Time, and indica. 
tions are that the program will ly 
expanded soon. 

Red Raven Corporation has pp. 
mained in one family since it wa 
founded in 1898 by William Joh; 
Kountz, Jr. When the founder dig; 
he was succeeded by George Mp. 
Clellan Kountz, the present head 
who advertised Red Raven Split 
in one of the first electric signs or 
Broadway. 


Popular Before Prohibition 


Prior to prohibition, Red Raver 
Splits enjoyed nation-wide distribu. 
tion through leading hotels, drug 
stores and railroad dining cars. B; 


turning out club soda for countr 


States of a full list of fancy, highly 
carbonated beverages and mixes 
competitive only with imported 


gree with White Rock. Advertising 
appeal is strictly to the country club 
and smart set and most of the sales} 


and orders are handled through © th 


correspondence. An increasing par‘ 
of the sales volume consists of or- 
ders shipped direct to homes by) 


: . means of Railway Express. 
“Advertising climaxes careful | ferring with newspapers through- 
product research,” he said. “To-|0Ut the country. The petition then . : 
(; A * gether they develop new’ sales claims that the agency later re- Ellington with Agency 
eet eorge mes which make it possible to create |ceived word from General Mills to] Townley A. Ellington, formerl; 


Legionnaire 


GEORGE IS A SUCCESSFUL CITIZEN, 44 years old. 
95% of the 916,448 Legionnaires are between 36 


new jobs and so take people off the 
relief rolls. Together they form a 
sound basis for building a healthy 
economic organism.” 


Stack-Goble, Direct 
Mail Head Bowlers 


At the conclusion of five weeks 


‘agency, Blackett-Sample-Hummert, 


cease any further research on the 
latter’s account. 

Westheimer has asked $75,000 
damages and $25,000 for services 
rendered in research which it says 
was suggested by General Mills. 

Officials of General Mills and its 


Chicago, were reluctant to discuss | 


advertising manager of S. C. Hadley 
Real Estate Company, has joined the 
contact staff of Whipple & Black 
Advertising Company, Detroit. 


To Jones Studio 


Earle Kirkbridge has __ joined 
Wyatt J. Jones Studio, Chicago. 


sparkling waters and to a lesser de- 
q 
; 


and 55 years of age... At the height of their buying 


of pin toppling in the bowling tour- |the case pending further develop- | ; 
nament sponsored by Chicago Fed- | ments. m - any Reeve dis- 
erated Advertising Club, Stack-_ — isin yoy oy Bye 4 
Goble Advertising Agency and the / ws: . 

Direct Mail Club are tied for first Dietz Joins Snyder 
place, each with 11 


powe rT. 


GEORGE OWNS A GROCERY STORE. 367% of these 
Legionnaires own their own business. 59% 


theroughly by bar and nackaae 


more are store owners. The FIRST 


weekly 
— 


, ; games won, William Edward Dietz, formerly alcoholic beverage trade paper recog- 
gainfully employed. Less than 5%c are unemployed, | against 4 lost. In second place are | editor of Advertising Agency, New | BRR nized by the c. c. a. 

; ee General Outdoor Advertising Com- | York, has joined James Snyder 
) retired, or on relief. ‘pany and Apvertisinc AGE, each of |New’ York commercial photogra- BEVERAGE RETAILER WEEK 
GEORGE HAS A GOOD INCOME. Average Legionnaire which has won 10 games. pher 


The league bowls each Tuesday 
evening. Other teams in the tour- _— SERRE I “ 
nament represent Standard Adver- 
tising Register, National Broadcast- 
ing Company, Dotted Line Club, 
|Lord & Thomas, Standard Rate & 


income is $2,545. Average U. S. income (1936)— 
$1,244. 


= __—=s-s-« GEORGE SPENDS HIS Money, \iajority of Legion- 
naires buy cars, radios, mechanical refrigerators, vacuum 


| Data Service, Henri, Hurst & Mc- 
cleaners, washing machines and other « xpensive items, Donald, Advertisers Checking Bu- 
‘ ; reau, and Columbia Broadcasting ou u 
not to mention clothes, food, insurance, etc. for them- rere 5 : iw TODAY'S 
be System. =o HAT’S NEW EQUIPMENT 
selves and families. ome nel W 


. 
dan moms Putt 
slation Discussed 5 vaso mist 
Ms Wage-Hour Lege ” 
Lh » a ex! tut TREND IN FURNITL —* i meaamenee 
comin SFICTS “we TO“ SWEDISH MODERN 


w 


| . a) 
Joins “Farm Journal” 
Phelps Pratt, formerly with Mc- 
Graw-Hill Publishing Company, 
Chicago, the merchandising division 
|of Montgomery, Ward & Co., and 
Westinghouse Electric & Mfg. Com- 
pany, Mansfield, O., has joined the 


4\%\.° f George and his family read The American LEGION 
Le a/ 


; = 
/ 4£610N 


once” eames ao Km 
“one - ° 


- 


Magazine. Every month. ——— a — 


oy Capertee me Sere 


916,448 X GEORGE = 2', BILLION DOLLARS! 


Complete facts about LEGIONPOWER are available in Ross 
Federal Research Report, May 31, 1938. We will be 


ef INSTITUTIONS Maegasine 
May, 1938 (Audited by CCA) 
Hotels ‘ 8,725 
Hespitals and sanatoriums 6,113 
Schools and colleges 269 


ne 


‘ ) chen INSTITUTIONS is the only monthly publice- 
glad to supply a copy Chicago staff of Farm Journal. ee pre none Sor Gent, ‘dee tion which can offer advertisers an all-inclu- 
Le . * »* ums, . . . . . 
my Jails, houses of correction, se sive coverage of the institutional market. 
. van ; ser nna tit ° . ° . 
, ! 4) Namie average Legionnaire. Nelson Names Grant Government institutions. 630 Yet with this exclusive advantage, the rates 
: ’ . - 2 ae tiv 
; Nelson Mfg. Company, Des Building owners aod pa can be adapted to even a conservative 
. ; The cAmerican Moines, Ia., has appointed Paul Real Estate departments — budget. 
Ke Grant, Advertising, Chicago, as ums. ~ Consult your Advertising Agency 
; . agency for its Ace Spark Plug anne su cycteme.-. 900 
4 cleaner Gutters ks — & i ie 
: i " nasteinah den t ts —_ 
5 4 “a” ° stitutional departmen “ 
- - - Cunniff t of department stores. 132 a 
MAGAZINE inniff to Rambeau Architects specialinng in 7A PI ARAA E a 
Ed J. Cunniff has joined the Chi- Manufacturers and their 
9 ROCKEFELLER PLAZA, NEW YORK CITY cago sales staff of William G. Ram- ee ee. 1900 PRAIRIE AVE., CHICAGO, ILL. 
beau Company. radio renresentative TOTAL 55.053 


He was formerly with KFAB-KFOR. 
Lincoln, Neb 


(CCA! 


Publithed Monthly 


aed 
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oe . ter Group Exhibit at the New York |parable to that of the healthy pest-| British Cooperative Republics Line to McCall 
ew Sales Tec nique World’s Fair. war years of 1922-24, he added. ‘Movement May Expand Moore-McCormack Lines, Inc. 
The first is to continue its em- 


Frequently overlooked in much ' New York, shipping operator of the 
phasis upon the importance of de-| public discussion of residential London reports from the National | ‘4 merican Republics Line serving 


; Gain for veloping | the market for homes building, he pointed out, is the im- pve ney mph So exponen of | North and South America, has ap- 
romises which will sell for under $5,000 in-| portance of private construction|the British cooperative movement | Pointed Chester H. McCall Com- 


cluding the land. The exhibit at| other than residential building. to include large scale entry into |P@"Y,,New York, effective Jan. 1. 

a the Fair will present 15 demonstra-| “In spite of severe handicaps,” he| the field of the limited price variety — = a yr go ye 
Building n ustry tion homes, cach Conlgned to dis-|said, “the private capital market in| tes... ; : : Mooremack Gulf Lines. Vincent 7. 
play materials and equipment in re-| showing recuperative powers. New|  I™spiring this sentiment is the j : 


; : : Galbo, executive vice-president of 
R lation to the completed structures. | financing, excluding all government, pe ood pte b. cs Wasel Acamel the agency, is account executive. 
Business Men Told of foreign and refunding issues and “we : 
, Cooperative Society. 
those of investment trusts, reached 


Changed Attitude in While not predicting any boom|its depression low in the years 1933 Mauger N d Chai Monsanto Names Turnbull 
Construction Field around the corner, Mr. Trigg said|and 1934 with a volume for each of auger Name . airman James R. Turnbull has been ap- 
that it was reasonable to expect|those years of $159,000,000. This pein ae —— oe — sales ey on egg 
Chicago, Nov. 16.—An improved that the on ge = tobe con- | volume climbed to $1,179,000,000 - Sis daatienes Semeene, Chiesa, valon ot teens Shemiel Cin 
merchandising technique in the ae ihe : an tan nitely = wr and continued in 1937 with a has been re-elected chairman of the} pany, Springfield, Mass. Formerly 
building industry is one of three} er way a ter t e li 7 recession, vo ume of $1,158,000,000. For the Electric Range Manufacturers’ Sec-|he held the same post with the 
factors pointing to an optimistic pill continue. Within five years,| first nine months of 1938, it was 
h 


a “ tion of National Electrical Manu-| manufacturing division of Marshall 
utlook in that field, the Chicago volume should reach a figure com-| $670,000,000. facturers Association. Field & Co. 
B Association of Commerce was in-}- = —— —e —. 


formed today by its luncheon 

speaker, Ernest T. Trigg, president 
} of the National Paint, Varnish and 
Lacquer Association. 

Other factors termed encouraging 
) by Mr. Trigg are increasing public 
; recognition of the importance to re- 
» covery of opening up the flow of 
| private investment funds for indus- 

trial, commercial and public utility 

construction, plus the assistance 
§ given by chambers of commerce in 
' various cities in coordinating the 
§ industry’s activities. 

The “sit down and wait for busi- 
ise ness” attitude of the building in- 
5 4 dustry is going through a very sig- 
ei [fF ) nificant change, Mr. Trigg declared. 


tf). This change is evidenced, he said, ° - « fe é 
tx sin the “More House for Your ULE Vii) Wai lMytE Lh Yl? Wh Yip, 
anf! | Money” campaign launched by the ; | 


Predicts Continuous Recovery 


ry Producers’ Council and in the em- 
he | | phasis placed upon opportunities for 
en} | development of new business at the 
uct industry’s recent conference. 


Cooperative Drive Clicked 


¥ The Producers’ Council drive was New sweek has 


the! successful beyond all expectations, 

he reported, adding that 197 news- 
hly § papers carried the seven full page 
(s, “advertisements. Plans to extend and 
ted B broaden this activity are being de- 


| =e carried advertising for 


ing “Nowhere is the new mental atti- 
lub tude of the construction industry 
les P@towards sales efforts more marked 
igh WE than in the home building division,” 


art “Whe commented. “Building material : 7 a 
or-|Fand equipment manufacturers this n t 
b) B coming year will largely stress in ea 1 u omo 1 es 
their advertising the completed 
yme rather than the materials and 
equipment which go into the home. 
“This important change in method ‘ 
ta s due to a desire on the part of the 
ne jmanufacturers to present, as far as SO ar in 
ack § Possible, a complete service or pack- 
age to the public.” 


Sample Homes at N. Y. Fair 


Also of major significance, Mr. 

inei Trigg asserted, is the unit sales plan 
which provides a single channel for 

- services of the many factors in the 
building industry. This is in con- 

trast, he explained, to older meth- 

ods in which each factor in the 
building industry was of necessity 
consulted separately by those inter- 


ested in building. Advertising for 10 leading passenger then, that Newsweek's readers have 
Two other promotional fronts for : ’ anes F 

the industry are the National Small cars has appeared in Newsweck, so the necessary deszre to purchase auto- 

Home > = ; . > : 

Homes Demonstration and the Shel- far this year mobiles. That they have che means, is 


1 | 


demonstrated by a recent study which 
developed that 67.2% of Newsweek's 


Newsweek's merit 


— " Significance 
In the school ART field p 


for motor manufacturers stems from 


readers have incomes of $3,000 or 
the car-consciousness of its audience 


more a year; while 42.2% have annual 
... Newsweek's more than 320,000 

incomes of $5,000 or better. 
families possess 381,000 Cars 25% run 


two or more machines. It follows, The Trend's to Newsweek 


What Supporting Factors CLS week 
lend strength to the statement 


' that this market deserves your 
attention? 
———$—__--____. 
Let the survey reported in "CUR- ft 

IOSITY” convince you thet the ort The Magazine of News Significance 

®cucational market cannot be over- 
\ Coked, | 
¥ ‘end for your copy today. | 
= THE 


SCHOOL ARTS | 
MAGAZINE 


2! Printers Bldg. Worcester, Mass. 
—_— Ree 
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Apha Delta Sigma 
to Aid Four A's 
Research Program 


San Francisco, Nov. 15.—Alpha 
Delta Sigma, national advertising 
fraternity, will collaborate in the 
consumer research program now 
being carried on by the American 
Association of Advertising Agencies, 
Howard Willoughby, director of 
sales of Foster & Kleiser Company 
and national president of the fra- 
ternity, announced here this week. 

Mr. Willoughby appeared at the 
recent coast conclave of the Four 
A’s to discuss this project. A reso- 
lution followed accepting the fra- 
ternity’s assistance. This coopera- 
tion, Mr. Willouginby said, will bear 
special reference to the Consumer 
Advertising Council studies and to 
those being made by the Advertis- 
ing Research Foundation at the 


“Hello, Joe Holmes, Jr.” (Young and Rubicam) 


Sid You say MARKET ? 


“We've got one right here in 
the palm of our hand 605,000 
prosperous people w ithin a ra 
dius of 60 mile That Pe- 
oriares home of 'tich farms and 
industrial plants And you ean 
go into all of this market with 
just one radio station 


WMBD."" 
Free & Peters, 


ne 
Natl 


NEWSPAPER REP LANDS HIS ELK 


J. Wayne Eldredge (right), of Bryant, Griffith & Brunson, newspaper representa- 
tive, proudly displays the 600 pound, spread-antlered buck which he bagged on 
a recent trip in the Utah Cache district. 

Rockies. With him is Harry Kammayer, a companion on the jaunt. 


It is one of the biggest bagged in the 


School of Business of Harvard Uni- 
versity. 

The fraternity’s efforts are ex- 
pected to be of dual value; first in 


|providing an effective student chan- 


nel for consumer research, and sec- 
ond, in opening points of contact be- 
tween the advertising profession 
and faculty staffs of universities and 
colleges. Total membership of the 
fraternity is placed at 3,500, with 
this number including both alumni 
and active members. 

The research program will be car- 
ried on by officers of the fraternity 
and the national office of the Four 
A’s under direction of President 
John Benson. 

Fraternity officers in addition to 
Mr. Willoughby are Prof. William 
C. Billig, University of Southern 
California, secretary; James _ S. 
Shropshire, University of Kentucky, 
treasurer; and regional vice-presi- 
dents including Prof. D. B. Lucas, 
New York University; J. Lee Groves, 
Jr., of Groves-Keen, Inc., and Prof. 
W. S. G. Thatcher, University of 
Oregon. 

The current announcement by 
Mr. Willoughby discloses that Ar- 
thur Hallam of Harvard, IIl., has 
been retired and is no longer sec- 
retary-treasurer of the fraternity. 
It is asked that all fraternity cor- 
respondence be addressed to Prof. 
Billig at Old College, University 
Park, Los Angeles. 


Shults Leaves Katz 


Roy Shults has resigned as media 
director of The Joseph Katz Com- 
pany, Baltimore, Md. 


THREE ““HIGHS"” ano ONE “‘LOW’’ TO CONSIDER 


Started 1933 


WHILE SELECTING PUB- 
LICATIONS TO REACH 


Member CCA 


HIGHEST IN CIRCULATION. . . reaching 51,857 active plant 


operating men in all industries . . . . all at their request. 


HIGHEST IN DIRECT EVIDENCE OF ADVERTISING EFFECTIVENESS 


by a wide margin producing more results than any pub- 


lication of similar distribution . 


look for current needs. 


HIGHEST IN NUMBER OF ADVERTISERS . . . leads the field 


because used to 


by a wide margin . . . (350 using the November issue.) 
LOWEST IN ADVERTISING COST. . . standard effective rep- 


resentation costs only $79 to $85 a month. 


-WRITE FOR THE “IEN PLAN” FOR CONSIDERATION IN 1939 SCHEDULES 


DETAILS?.. 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York’ 


aan 4 ate. ~ 


OPERATING MEN IN ALL 
|| INDUSTRIES DURING 1939 


_ Getting Personal 


Charlie McCarthy, no dummy but the ad chief of 20th Century- 


Fox Film Corporation, is enjoying a late season vacation. . . 


Before the new Congress 
convenes in January, another 
publisher can be numbered 


among the Senate members. 
T. M. Storke, publisher of the 
News-Press, Santa _ Barbara, 
Calif., is the newcomer. He 
made the grade without a cam- 
paign or election, having been 
appointed by the governor to fill 
in for Wm. G. McAdoo, who re- 
signed to head the American 
President Line, formerly the Dol- 
lar Line... 

E. H. Vogel, mgr. of the 
radio division of General Elec- 
tric Company, is spending six 
weeks in Europe, studying tele- 
vision. . . H. J. Klinger, presi- 
dent of the Pontiac division of 
General Motors, is running fel- 
low motor magnate Henry Ford 
a close race to see who can raise 
the best Ayrshire cows... 

Carl Kulberg, assistant to 
the head of Crowell Publishing 
Company, returned from a 24,- 
000-mile honeymoon trip through 
South America to find that he has 
a new assignment as coordinator 
of the Associated Grocery Manu- 


facturers’ Association “Parade of Progress” 


MR. AND MRS. NOW 


Verne Smith, art director of Sherman K. 


Ellis & Co., Chicago, wore a proud smile 

es his new wife, the former Mary Jane 

Schaefer of Lansing, Mich., cut him a 

piece of wedding cake before they left 
on a Bermuda honeymoon. 


promotion next spring. . . 


Pete Barnum, of the Ruthrauff & Ryan radio dept., is back at 


work after a week’s illness. . 


Executives of Parents’ Magazine, 


including George J. Hecht, publisher; A. R. Leininger, v.p. in charge 
of advertising; Fred Stone, circulation mgr. and ABC director, and 


Helen Price, promotion mgr., 


were hosts at a cocktail party to an- 


nounce plans for a model home promotion. . . 
The who’s who of the drug industry turned out for dedication 


ceremonies of the Hall of Pharmacy at the World’s Fair. 


Joseph A. 


Huisking, secy, Chas. L. Huisking, Inc., and chairman of the commit- 
tee, shared oratorical honors with the inevitable Grover Whalen, and 
cosmetician Mary Pickford, who wouldn’t let a sprained ankle keep 


her away... 


Roger Fawcett, secretary-treasurer, Fawcett Publications, 


the same old deadeye. 
trapshooting title. 
in two at sight of the marksman. 
at the N. 


time out... 


is still 


Last summer he won the American amateur 
Lately, it has gotten so that the clay pigeons break 
He has participated in four shoots 
Y. Athletic Club this fall, and has won the Class A title 
three times, breaking 100 targets each time. 


He missed one the other 


Speaking of sharpshooters, P. K. Leberman, advertising director of 


Family Circle, 


AT DISPLAY CONCLAVE 


Herschel Deutsch, radio director of the 
Lawrence C. Gumbinner agency, was one 
of those in attendance at the recent 
National Window Display Association 
convention at White Sulphur Springs. 


ranks high. He visited a game farm upstate, where 


most hunters take a full day to 
gain a full quota of six birds. 
By 10 a. m., Leberman was back 
to the house with his six birds. 
He modestly gives the credit to 
his dog... 

Hibby Ayer, the station 
rep., is among Cornell’s most 
loyal alumni, and the author of 
one of the Big Red songs. Upon 
the occasion of the recent Cor- 
nell-Dartmouth grid encounter, 
Hibby’s part in the 1925 game 
when Cornell upset a favored In- 
dian eleven by scoring 17 points 
in the last 13 minutes was re- 
called by sports writers. Al- 
though some dozen years out of 
college, Hibby was down in front 
of the stands, exhorting the Cor- 
nellians to fight on to victory. 
Later, it was revealed that Hibby 
had an odd bet with his land- 
lord, a Dartmouth man, which 
caused his untiring efforts. The 
bet was that the loser would take 
out the garbage every Monday 
for a year... 

Franklin E. Wales, Chicago 
representative of Good Stories, 
was formerly a minister. . . 
Ernie Roscher, St. Louis Post- 
Dispatch, has been placed in 
charge of the annual stag of Chi- 
cago Post 170, American Legion, 


which will be held Dec. 2, at Medinah Club. 
It’s a girl at the home of Charles Reesey, ; a. m., Cincinnati Milling 


Machine Company. Marilyn is the name. 


. . Joe Killeen, head of Fitz- 


gerald Advertising Agency, New Orleans, has retired as president of 
the Tulane Alumni Association, but the agency will be represented 
in the alumni governing body through the election of Leonard Gess- 
ner, agency vice-president, to the secretaryship. . . 

M. Joseph McCosker, former research director of Al Paul Lefton 
Company, Philadelphia, is the new curator of the A. Atwater Kent 


Museum. 


The former radio manufacturer has restored the original 


Franklin Institute building which will be used to house his collection 


of colonial objects. . . 


John S. Coonley, resident manager of N. W. Ayer in Honolulu, is 


in the States on a business trip. 


He will visit Eastern offices of the 


agency and will spend some time at Pacific Coast headquarters in San 
Francisco before returning to Hawaii. . . 

George O. Everett, new president of the Financial Advertisers 
Association and manager of public relations for First Citizens Bank 


& Trust Company, Utica, N. Y., 


is a successful horticulturist. . . 


Herbert G. E. Greville, managing director of All Counties Pub- 


licity Company, 


arrived on the Queen Mary last week from London. 


He will be in New York for a few weeks in the interest of Guitare. 


a French lipstick. . . 


They Matched fo; 
Human Blood anj 
Came Out Alive 


New York, Nov. 16.—Matchin, 
ink to various shades of huma 
blood was revealed today as one, 
the latest accomplishments of the 
graphic arts field, a project Whig, 
became necessary when Smith 
Kline and French Laboratorig 
Philadelphia, set out to print . 
color chart of ranging blood ga), 
ples that would help determine 4, 
hemoglobin content of  docto, 
patients. 

Heroes of this macabre affair a, 
the International Printing Ink (,. 
poration and Beck Engraving Cop, 
pany who collaborated in Producing 
the finished chart. 

Actual human blood sampliq 
were utilized, with these samp 
being made up fresh at laboratoriq 
in Boston and Philadelphia, the, 
packed in ice and flown to IP] ; 
New York. Haste, it was pointy 
out, was essential because blog 
soon oxidizes and turns brown, 

An instrument more precise tha 
the human eye was called upon » 
do the final matching. This was th 
recording spectrophotometer, | th 
machine which measures an 
matches colors in terms of light r. 
flection by means of a comply 
photocell system. 


150,000 Impressions Made 


Batches of the approved ink 
were made up, and the job of main. 
taining accuracy in the scale fg 
150,000 impressions became that ¢ 
Beck Engraving. The _ impressior 
had to be heavy, for a rough sur. 
face stock had been chosen to r. 
duce paper glare to the minimum 
The ductor roller of the Miehle ver. 
tical presses was cut to a spiral 
band to obtain exact distribution o 
ink. In short, many tricks of the 
trade were called into service be. 
fore proofs could be submitted for 
laboratory approval and corrected 
for a second check. 

Every four hours, as a matter o! 
routine, proofs were approved }j 
Smith, Kline, and French researc: 
men. 
feed, at least the next dozen sheets 


were discarded, a practice which in- 


creased the over-run by almost 500 
impressions. 

Copies of the finished scale wer 
shipped to the laboratories of tw 
universities. They found that the 
colors were more accurate than the 
most optimistic technicians ha‘ 
predicted. Fadeometer tests indi 
cated that the colors met strict re 
quirements of permanence. 

According to Smith, Kline, ané 
French, the Feosol Hemoglobin 
scale, as the finished product 5 
titled, while not perfect, is by f@ 
the most accurate scale of this typ 
which has ever been produced. 


Federal Life to Kiernan 


Federal Life & Casualty Com 
pany, Brooklyn, has appointee 
Frank Kiernan & Co., New York 


as agency. George Butterly is at- 
count executive. 


PANTRY 
SURVEY 


IN 
JEWISH HOMES 
AVAILABLE 


Send for representative. 


WLTH 


New York 


Whenever there was a mis- 
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RIS TELLS THE FACTS 


Haas, Baruch & Co., Los Angeles dis- 


draws a different appeal, with copy 
here making use of both amateur 
and professional testimonials. 
Domestic felicity is the keynote, 
with one insertion carrying a pho- 
tograph of a local pair, identified 
by name. Both husband and wife 
speak for the coffee. Their view- 
point is taken up from another an- 
gle by a testimonial from a Costa 
Rican planter, who asserts that his 
best coffee for many years has been 
sold to Iris. 

Robert Smith Advertising Com- 
pany, Los Angeles, is the agency in 
charge. 


One for Remington 

Air Device Corporation, Meriden, 
Conn., has appointed Wm. B. Rem- 
ington, Inc., Springfield, Mass., to 
handle its advertising. 


a tributor of Iris products, has launched a 

nn “consumer information” drive in news- 
papers which deals with proper selection 

an = soof_ various foods. Robert Smith Adver- 

1 on tising Company prepared the copy. 

the He ae 

th 9 

: | Theme f 

‘} Factual Theme for 

ley N p . 

<1) on Iris Food 

of) ON IIS FOOGS 

t at 

i Information to Aid 

SUr- . 

|. Consumer Purchasing Is 

oe * 

~~ Emphasized 

ver- 

diral 

nd : Los Angeles, Nov. 16.—Haas, Ba- 

the | ruch & Co., distributor of Iris food 

be. 1) products, today made a strong bid 

ma : for consumer confidence in its line 

ctet with a newspaper campaign which 
delves further than usual in offering 

r of factual information on quality of 

| byl ® various foods. 

arch in Headed “Iris Campaigns to Help 

a Consumers,” a sample insertion for 

mis : 

ee tomato juice bluntly asks the read- 

) ins &, “What do you know about to- 

500 mato juice?” 

It points out that consumers spent 
vere nore than $25,000,000 last year for 
tw tomato juice, although surveys 
thf Show that less than one in ten is 
. the able to buy expertly. 
he Domestic Note for Coffee 
t re A separate box offers “Facts about 

— ‘mato juice” under four headings. 
an Told what to look for, consumers 
jobin are also asked to match the Iris 
t 3 brand against this standard. An- 
r fat other section of the copy is devoted 
type to telling how Iris tomato juice is 
ed. processed. A coupon offers a 12 
ounce can free if three cans of any 
size are purchased. 
: A similar technique is followed in 
a copy for most of the other products 
vor. i the Iris line. Coffee, however, 
; ac: ——— — 
— 
7 
) COLLINS © 
INC. 
PHOTO-ENGRAVERS 
IN CHICAGO 
ee = 


Ohio Newspapers 
End Rivalry That 
Lasted 108 Years 


Chillicothe, O., Nov. 15.—One of 
this country’s oldest newspaper 
rivalries came to a close here Sat- 
urday when the Chillicothe Sciotio 
Gazette announced that it had pur- 
chased the News-Advertiser and 
that continued publication of both 
papers, as well as a combined Sun- 
day edition, would henceforth be 
under the former’s auspices. 

The Sciotio Gazette has seen the 
birth of two centuries since its 
start in 1800 and is believed to be 
the oldest newspaper west of the 
Alleghenies. The News-Advertiser, 


although younger than its pur- 
chaser, is far from an infant. Its 
birth date is listed as 1831. 

Both newspapers have appeared 
as afternoon dailies. Present plans 
call for changing the News-Adver- 
tiser in the near future to a morning 
paper issued daily except Monday. 
A Sunday edition will be issued un- 
der a combined heading, while the 
Gazette will appear each evening 
except Saturday. 

The turn of the tide in this long 
fought contest for supremacy is be- 
lieved to have come in April, 1937, 
when the Scioto Gazette was taken 
over by Speidel Newspapers, Inc., 
an organization headed by M. C. 
Speidel which also operates news- 
papers in Iowa, California, Colo- 
rado, and Wyoming. Most recent 


* 


HEN YOU THINK of the Oregon Market, 
Mr. Advertiser, you must think in terms of three. 


Because this rich domain is ruled over by three comely 
matrons of nearly equal influence. It doesn’t pay to 
neglect any one of them. 

First, of course, there’s Mrs. Portland. She accounts 
for approximately 35% of the market’s retail sales. Mrs. 
Suburbia (living within the 100-mile radius), is not to 
be outdone, however, and she buys 33% of the total. 
Mrs. Upstate takes the remaining 32%. 

Hard to sell them all, you think? Not at all! One 
newspaper, but only one, does it. The Oregonian’s domi- 
nant circulation closely parallels the sales curve—43% is 


/ 


| circulation figures credit the Scioto 


Gazette with 8,952, and the News- 
Advertiser with 5,077. 

| Edward A. Chappell is publisher 
lof the Scioto Gazette. J. K. Hunter, 
|manager of the News-Advertiser 
‘for 25 years, will continue as pub- 
lisher of the paper under its new 
ownership. National representative 
ior the papers will be John W. Cul- 
len Company. 


Foote with Swan-McComb 


Eric Foote, formerly art director 
of Croyden Company, Chicago, has 
joined Swan-McComb Studios, Chi- 
cago, as art director. 


Cullen-Roberts Resigns 

Thomas Cullen-Roberts has re- 
signed from the New York office 
of Albert Frank-Guenther Law. 


THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 


in Portland, 43 % in the 100-mile radius, and 14% upstate. 
There’s your advertising success formula and the only 
formula for doing the complete job. We'll gladly help 


you apply it. 


News-Telegram 55,951 


| 
| The Journal . 
| 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for six months ending Sept. 30, 
1938, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
The Oregonian 111,451 The Oregonian 147,450 
. 101,018 The Journal . . 107,703 


OREGONIAN Leads by 10,433 daily, 39,747 Sunday. 


THE OREGONIAN 


PORTLAND, OREGON 


VERREE 


National Representatives 


G CONKLIN { 


285 Madison Ave., New York 
321 Lafayette Blvd., Detroit 


333 N. Michigan Ave., Chicago 
5 Third Street, San Francisco 
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ADVERTISING AGE November 21, 1933 
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Sgt 
Ambitious Youth HE RENTS ANIMALS OCTOBER SALES OF CHAIN STORES 

October October % Gain 10 Months 10 Months © Gain 
1938 1937 or Loss 1938 1937 or Loas 
° ’ Edison Stores pa .$ 2,282,324 2,225,623 +2.5 $ 19,825,033 $ 19,658,925 +08 

erves vertisers Grant, W. T. 8,969,621 8,957,070 +0.1 70,679,588 74,371,228 +49 

Green, H. L. . 2,832,637 2,897,508 —2.2 23,419,062 25,506,499 —s9 

Kresge, S. S.. 13,019,443 13,423,207 —3.0 109,865,624 117,558,625 —6.5 

bd Kress, S. H. ..... re ae 6,826,698 7,113,621 —4.0 61,145,216 65,857,626 7.9 

nim *Kroger Gros, & Baking Co.. 17,850,686 18,895,963 —6.0 193,755,921 210,665,365 —86 

:. Brmer BtOres 6. kik cc cases 3,198,879 3,299,044 —3.0 26,666,076 28,480,860 ~6.4 
McCrory Stores 3,294,044 3,333,134 —1.1 29,879,249 30,931,730 —3.4 

- d f McLelian Stores ............ 1,967,873 1,976,874 —0.4 14,880,226 15,638,925 48 
A Murphy, G, C. 3,810,936 3,895,668 —2.1 31,373,172 32,487,484 3,4 
Fs Deman $ Range rom Neisner Bros. .. 1,951,858 2,083,715 —6.3 15,189,256 17,469,078 13.6 

. . - » . 

Newberry, J. J. 4,286,633 4,475,406 —4,.2 36,294,890 38,193,461 ~49 
Lion Cubs to Boxing Penney, J. C. Spt 26,819,511 29,988,024 —10.5 191,822,873 210,270,954 87 

Peoples Drug Stores 1,940,445 1,904,764 +1.8 17,529,646 18,187,843 —3.6 

Kangaroos §Safeway Stores .. 28,396,676 29,295,924 —3.0 309,463,982 322,584,624 —45 

Schiff Co. 960,438 1,027,029 —6.5 9,823,536 10,820,546 9.9 

New York. Nov. 15.—One of the Spiegel, Inc......... 6,154,121 7,492,835 —17.8 38,586,336 43,409,669 —~111 

4 Sea +Sears, Roebuck & Co 7,874,046 51,032,236 —6.2 393,346,146 37,376,443 

most unique enterprises connected pears, Roseon & ¢ pag tight o ret oerry " oc ane nae ein g bps 10.1 

: ; . Walgreen Company ...... 5,921,473 5,873,151 + 9.8 54,815,847 55,701,511 —1.5 

with the advertising business here Ward, Montgomery & Co. . 46,666,954 48,825,203 —4.4 330,505,298 342,366,906 3: 

is Animal Mart, headed by Stanley Western Auto Supply Co 3,471,000 3,351,000 + 3.6 28,619,000 29,815,000 —41,0 

, EF . , og 07 ao 9 TRB "7 neat 992 £9H OF 29 4750 9 e 

S Woolley, Jv an 18-year old so- Wweoorworth, TF. We sectzes 26,774,093 26,788,148 —e 228,620,231 232,450,172 —1,7 

cial registerite. He is an animal a a — 


BOCRL cisccscenetoerseese 265,270,389 


broker, serving advertising agencies, 
artists, and photographers. 

It all started a year ago last sum- 
mer when a friend suggested that 
an agency was looking for a model 
of his description. He applied for 
the job, got it, and has been a John 
Powers model ever since. He got 


KSFOCUS 


WHO wants a divorce? Well, nearly 
everybody in the West must have 
thought of it, judging from the audi- 
ence won by “I Want a Divorce,” 
a KSFO hit production using CBS 
Coast on Sunday evenings for S&W 
Emil Brisacher 


Fine Food Products 
& Staff is 


the agency. 


Client comfort. Sure, we believe in 
making the clients comfortable for 
program auditions in this modern 
audition room. But we make ‘em a 
lot more comfortable with program 


results. 


30,000 miles to KSFO. That was the 
record of Jim Scott of Glasgow on 
a world-wide walk when he paused 
for an interview of the sort that 
gives our sustainers sustained inter 
est. But then anybody with Scotch 
ideas likes KSFO. The arrow below 
points with pride. 


“THE AUDIENCE STATION" 
SAN FRANCISCO 


KSFO...Palace Hotel...San Francisco 

560 KC. W day... 1000W night 

PHILIP G. LASKY, General Manager 
National Rey resentative 

FREE & PETERS, Incorporated 

COLUMBIA BROADCASTING SY 
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Stanley S. Woolley, 18-year old animal 

broker who has served several agencies 

and photographers, is shown here put- 

ting two dogs and a monkey through 
their paces. 


into the business of providing ani- 
mals for advertising pictures some 
time later when a friend gave him a 
lion cub. 

The youth knew that photogra- 
phers sometimes need animal mod- 
els, and that there were few trained 
pets available. In addition, he fig- 
ured that he would be more likely 
to sell a photographer on using him 
as a model if he brought a baby lion 
along. 

Gareth, the lion, came to the at- 
tention of an agency man handling 
a beer account, and the career of 
young Mr. Woolley as an animal 
broker was off to a flying start. The 
advertisement has not appeared yet, 
but other pets provided by Animal 
Mart have appeared in advertise- 
ments from coast to coast. 

One of Stanley’s customers was 
Schenley Products Company. Fifty- 
two dogs were rented for a series 
of pictures which featured newspa- 
per and magazine advertising of Old 
Quaker whisky. Robert L. (Believe- 
it-or-not) Ripley was another client. 

The youthful executive has a cat- 
alog of 247 animals, including all 
types of dogs, cats, horses, lions, 
birds, cows, fish, and fowl. He 
owns few of the pets, but knows 
where he can rent them for from 
$5 to $20. He fills requests for 
both stuffed and live animals. 

He appeared last spring on a 
Bristol-Myers Company radio pro- 
gram as a guest of Fred Allen. As 
a result of letters received from lis- 
teners, he substantially increased 
the number and variety of animals 
at his disposal. Talking dogs and 
boxing kangaroos are included on 
the list. 


Pigeons and Frogs, Too 


Stanley helped Seagram Distillers 
Corporation arrange the nation-wide 
pigeon derby this fall, and he was 
commissioned to provide 27 frogs 
for a frog derby staged by Bristol- 
Myers on the Vitalis “For Men 
Only” radio program. 

Serving advertisers is not the only 
concern of Anima! Mart. He aids 
artists by obtaining animals to pose 


for magazine cover pictures. His 
| animals have appeared, or will soon 
| be seen, on the covers of American, 
Pictorial Review, The Saturday Eve- 
ning Post, and Woman’s Day. 
Stanley's income from his strange 
| business has reached as high as 
$200 a week, but he says that busi- 
ness hasn’t been that good lately. 
He thinks that a great many more 
advertisers would use his services 
if they knew what he has to offer. 
One of Stanley’s oddest jobs was 
renting out a pet tiger to the Fusion 
Party here just before last year’s 
election. The ferocious looking ani- 
mal, plainly identified as represent- 


ing Tammany Hall, bore a sign 
reading “Please do not feed this 


animal any more.” Stanley escorted 
the caged tiger about New York's 
streets to keep the animal from dis- 
turbing the peace. 


Dawkins Appointed 
Kenneth Dawkins has been ap- 

pointed advertising manager of Na- 

tional Battery Company, New York. 


§Covers four and 


Garlic Is Garlic, 
Rules the FTC 

Washington, D. C., Nov. 17.— 
Not even the injection of vita- 
mins can succeed in elevating 
garlic from its lowly social 
status as far as the Federal 
Trade Commission is concerned. 

This attitude of hauteur was 
revealed today in a complaint 
charging the maker of D. Gose- 
wisch’s Garlic Tablets with 
Vitamin E, Vitamin D and Vita- 
min B-G Added with advertis- 
ing falsely that the preparations 
improve muscle function, ab- 
dominal strength, vital resist- 
ance; tone up the nerve system, 
purify the blood stream, fortify 
the system against the on- 
slaughts of old age and remedy 
insomnia, dizzy spells, rising 
blood pressure and general 
debility. 

Garlic with vitamins can do 
no more than garlic in any 
other form, the FTC asserted. 


Newspaper Group 
Focuses on Patman 
Chain Tax Plan 


Boston, Nov. 16.—The tax on 
chain stores proposed by Congress- 
man Wright Patman was termed 
“anti-public and un-American,” 
here yesterday by George L. Moore, 
public relations counsel of the First 
National Stores, in an address to 
the New England Newspaper Ad- 
vertising Executives Association. 

Chain store resistance via news- 
paper advertising to this tax proved 
a major subject during the one-day 
meeting of the association. Another 
guest speaker to discuss this was 
J. Marshall Duane, advertising man- 
ager of First National. 

Miles F. P. Dallison, Lowell Cour- 
ier-Citizen, was elected president of 


the association, succeeding Buell 
Hudson, Woonsocket Call. Other 
new officers are R. M. Hennick, 


Waterbury Republican and Ameri- 
can, vice-president, and A. T. Brush, 
Manchester Union-Leader, secretary 
and treasurer. 


| 
| 


Among those addressing the con- 
clave was Anthony Glavin, of the 
Bureau of Advertising, who ex- 
plained the Bureau's plan to stimu- 
late national linage. The associa- 
tion also voted to continue its 
committee on frequency rates, com- 
menting that investigation of the 
Illinois-Iowa plan and correspond- 
ence with the American Association 
of Advertising Agencies indicated 
doubt of an early solution. 


Hotel Account Changes 
Geare-Marston, Inc., New York, 
will resign as agency for Hotel St. 
Regis, New ‘York, Dec. 1. The 
agency will continue to handle the 


real estate advertising of Vincent 
Astor, New York. The St. Regis 
has appointed Swafford & Koehl, 


New York, to direct its account. 


Roxalin Lacquer Appoints 

Roxalin Flexible Lacquer Com- 
pany, Elizabeth, N. J., maker of 
finishes for industrial and consumer 
products, has appointed Charles 
Dallas Reach Company, Newark, as 


W. 


agency, effective Jan. 1. Charles 
Scott is account executive. 


278,155,047 


*Covers four and 44-week periods ended Nov. 5. 
14-week periods ended Oct, 29. 
*Covers four and 40-week periods ended Nov. 5. 


22 Chains Report 
October Decline 
of 4.6 Per Cent 


New York, Nov. 16.—October 
sales of 22 chain store organiza- 
tions totaled $265,270,389, according 
to reports to ADVERTISING AGE today. 
This is a decline of 4.6 per cent 
from the $278,155,047 reported by 
these stores for the same month in 
1937. 

It was viewed as a considerably 
better showing than that for Sep~ 
tember when a decline of 5.7 per 
cent was reported. October found 
five of the chains on the plus side, 
as compared with one in the pre- 
vious month. 

Cumulative total for the group 
was $2,236,106,208, a drop of 6 per 
cent from the comparable 1937 total 
of $2,379,803,474. 

Gains were shown for October by 
the following chains: Edison Stores, 
2.5; W. T. Grant, 0.1; Peoples Drug, 
1.8; Walgreen, 0.8, and Western 
Auto, 3.6 per cent. 

Figures for the individual chains 
are shown in the above table. 


Phyllis Noble Appointed 

Phyllis Noble has been appointed 
advertising manager of Lincoln Oil 
Company, Boston. She was for- 
merly with The Christian Science 
Monitor and Commonwealth Adver- 
tising Agency. 


Sales Designers Starts 


Sales Designers has been organ- 
ized at 850 Broad street, Newark, 
N. J., to specialize in industrial ad- 
vertising. The telephone number is 
MArket 2-4043. 


White on Own 

Derek White has organized an ad- 
vertising company in Los Angeles 
at 117 W. 9th street. He was for- 


merly advertising manager of Sea- 
side Oil Company. 


Ashton with Stringer 

H. W. Ashton has joined Don H. 
Stringer & Associates, Milwaukee, 
as sales manager and merchandise 
counselor. 


$2,236,106,208 


$2,379,803,474 


) 

New York Mother” to Bow 

The Metropolitan New York sec. 
tion of Parents’ Magazine will be 
published as a separate magazine 
beginning with the December issye 
and will be called the New York 
Mother. Advertising rates will be 
$450 per page effective with the 
March, 1939, issue. Parents’ Insti- 
tute, Inc., New York, is the pub- 
lisher. 


Buchanan in Hollywood 


Buchanan & Co. has opened a 
Hollywood office in the Taft bldg, 
with Fred M. Jordan, vice-president 
of the Pacific Coast division, in 
charge. The Los Angeles office wil] 
be retained in the Beaux Arts bldg. 


Coast Fishing to Miner 
Coast Fishing Company, Los An- 
geles, has appointed Dan B. Miner 
Company, Los Angeles, to handle a 
national campaign for Balto dog 
food, Puss’n Boots cat food, Tuna- 


ettes and other seafoods, effective 
Jan. 1, 


Reingold to New York 


Harold Reingold, advertising man- 
ager of Ben-Burk, Inc., Boston, 
maker of Old Mr. Boston products, 
will direct advertising activities 
from the company’s New York of- 
fice, beginning Dec. 1. 


Lo the FOREIGN RESIDENTS 


OF METROPOLITAN 
NEW YORK 
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Supreme Court Backs 
Kellogg Stand on 
Shredded Wheat 


(Continued from Page 1) 


its ability. Kellogg cartons are not 
only different in color and typog- 
raphy from those of National Biscuit 
Company, but the biscuits them- 
selves are of different size, while 
the carton bears in large type the 
name Kellogg. 


Confusion Held Unlikely 


“Each company sells its biscuits 
only in cartons,” said the court in 
discussing this point in great detail. 
“The standard Kellogg carton con- 
tains fifteen biscuits; the plaintiff’s, 
twelve. The Kellogg cartons are 
distinctive. They do not resemble 
those used by the plaintiff either in 
size, form or color. The difference 
in the labels is striking. The Kel- 
logg cartons bear in bold script the 
name ‘Kellogg Whole Wheat Bis- 
cuit’ or ‘Kellogg Shredded Whole 
Wheat Biscuit,’ so ‘sized and spaced 
as to identify the manufacturer 
clearly. 

“It is true that on some of its car- 
tons it had a picture of two 
shredded wheat biscuits in a bow] 
of milk which was quite similar to 
one of the plaintiffs registered 
trade-marks. But the name ‘Kellogg’ 
was so prominent on all of the de- 
fendant’s cartons as to minimize the 
possibility of confusion. . . 

“Kellogg Company is undoubtedly 
sharing in the good will of the ar- 
ticle known as ‘Shredded Wheat,’ 
and thus is sharing in a market 
which was created by the skill and 
judgment of plaintiff’s predecessor 
(Shredded Wheat Company), and 
which has been widely extended by 
vast expenditures in advertising 
persistently made. 

“But that is not unfair. Sharing 
in the good will of an article un- 
protected by patent or trade-mark 
is the exercise of a right possessed 
by all, and in the free exercise of 
which the consuming public is 
deeply interested.” 


Contrast Is Provided 


The tone and portent of this de- 
cision was far different from an- 
other made by the Supreme Court 
of the United States Oct. 26, 1937, 
when it refused to review a ruling 
of a lower court and indulged in 
sweeping criticism of the Kellogg 
carton, particularly the legend, “The 
original bears this signature: W. K. 
Kellogg,” which it said implied that 
the product of National Biscuit Com- 
pany was an imitation. 

The chief contention of Nationa) 
Biscuit Company has been that its 
predecessor spent $17,000,000 in 
making “Shredded Wheat” a house- 
hold word through widespread ad- 
vertising and that Kellogg unfairly 
diverted that good will when it be- 
gan the manufacture and advertis- 
ing of its own Shredded Wheat. 
This issue was met squarely by the | 
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latest decision of the Supreme 
Court. 

The long and costly litigation be- 
tween the two companies began in 
1930 and early decisions seemed to 
favor the Kellogg Company. En- 
couraged by these omens, the com- 
pany filed suit for 31,000,000 for al- 
leged damages suffered through un- 
fair methods of competition charged 
against National Biscuit Company. 
This suit represented the first at- 
tempt on record to collect extra 
damages under the Sherman anti- 
trust act. 


This suit was dismissed by the 
United States District Court for the 
Southern District of New York. 
Meanwhile, National Biscuit Com- 
pany had filed a suit in the United 
States District Court for Delaware 


seeking to confine in perpetuity the 


term “Shredded Wheat” for its own 
exclusive use. This court held that 
the company’s exclusive right to the 
name expired with Patent 548,086, 
and it laid down the principle, later 
to be sustained by the highest court 
in the land, that anyone is free to 
use the name provided that it avoids 
deceiving buyers into the belief that 
they are buying a product of Na- 
tional Biscuit Company. 


Other Courts Concur 


This decision was upheld by the 
United States Circuit Court of Ap- 
peals in Philadelphia in January, 
1936. Three months later, a Ca- 
nadian tribunal took much the same 
viewpoint, finding for Kellogg in an 
action instituted by the Canadian 
Shredded Wheat Company, and re- 
fusing to enjoin the former from 


THE JINGLE OF CASH 


is 


Crustene Renews as 


dren” over TSN things 


Round-Up” on TSN. A 


Friendship with TSN 


“Fashions with Gaile 


Affiliated with 
MUTUAL BROADCASTING SYSTEM 


fully entered nine new Texas mar 
in seven old ones. Crustene sales in Texas are up 21%. “Our 
Children” is a twice weekly, quarter hour, daytime 
conceived and produced by the TSN staff. Mail pull grows 
greater every week. Listeners are switching to Crustene. Pan- 
crust Plato salesmen find it easier to get new distribution. 
Besides renewing for an additional 26 weeks over TSN, Pan- 
crust Plato Company has requested that the program be - 
to stations in Hot Springs and Little Rock, Arkansas. Tran- 
scriptions of the show are also being used in Denver. 


World's Largest Buyers of Spot Radio Choose TSN 
After careful coverage survey and study of production facili- 
ties General Mills placed Wheaties’ “All Texas Football 


Sales Jump 21°, 


Since September 26, when Pancrust Plato Company, manu- 
facturers of Crustene Shortening, first sponsored “Our Chil- 


have ae) agen Crustene has success- 
ets while rejuvenating sales 


rogram 


22-market survey made by TSN mer- 


chandising department shows Wheaties sales are up in Texas. 
In several markets they have jumped from eighth to first place 
since the beginning of these broadcasts. More proof of TSN’s 
unexcelled coverage and production. 


Electric Service Companies of Texas Win Feminine 


Program 
Northe,” produced by the TSN staff, 


is winning high praise from the fashion-wise women of Texas. 


"Show of the Week" Sells Admiration Coffee 


“Show of the Week,” a Sunday, coast-to-coast broadcast over 
the Mutual Broadcasting System, is sponsored on TSN by 
Admiration Coffee. “Name” bands and nationally known 


/\ 


pany. 


Texas Stat 


Elliott Roosevelt, President 


using “shredded wheat,” “shredded 
whole wheat,” or “shredded whole 
wheat biscuit.” 


Court Reverses Itself 


The tide turned in April, 1937, 
when the United States Court of 
Appeals, Philadelphia, reversed it- 
self, and issued an_ injunetion 
against further use of “Shredded 
Wheat” by the Kellogg Company. In 
this decision the court declared that 
Kellogg had employed “unfair com- 
petition and untruthful statements 
to deceive the public and secure the 
trade which in equity and good con- 
science belonged to the plaintiff.” 

This edict was upheld by the Su- 
preme Court of the United States in 
October, 1937, but the case was 
later reopened by the Kellogg Com- 


TSN COMMERCIAL SHOWS 


win enthusiastic response...! 
Wh 


New Type Spectacular 
Imported from France 


American rights to a new type of 
electrical spectacular, brought here 
from France, have been obtained 
by Harry Latz Services, New York. 
Known as “Wondersign,” the device 
permits reproduction of  trade- 
marks, packages and other identify- 
ing factors in full color. Advertis- 
ing messages are flashed at frequent 
intervals. 

First American installation is 
planned for Times Square to tie in 
with the opening of the World’s 
Fair next spring. 


Hotz Leaves WMCA 

Robert S. Hotz, for the past year 
and a half assistant sales director 
of Station WMCA and the Inter- 
City Broadcasting System, New 
York, has resigned. 


APPLAUSE METER* PROVES 


TS N Helps Crustene, Wheaties and Other 
Progressive Advertisers Chalk Up New Sales Records 


comedian, Ray Perkins, are made available by TSN’s Mutual 


afhliation. 


lronized Yeast “Good Will Hour” Goes TSN 


Letters are pouring in to Director John J. Anthony, telling 


him of the great service his broadcasts render. An MBS 


duction. 


pro- 


After Two Weeks Sustaining, "Here's How It 


Happened” 
TSN Stations 


Is Sponsored Locally on 18 of 23 


This colorful show features football songs and rapid-fire 
resumes of interesting games. Produced by TSN staff. 


@ TSN offers better coverage 
@ TSN offers more merchandising support 


. 
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FORT WORTH, TEXAS 


@ TSN produces winning programs 
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j Network. Inc. 


Neal Barrett, Executive Vice-President 
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KRGV .--***: 
(Rio Grande 


Represented by INTERNATIONAL RADIO SALES, INC., New York, Chicago, Detroit and Los Angeles 
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Media Choices _ 
of Auto Dealers 
Shown in Survey 


New York, Nov. 16.—Experience 
of new car dealers in Buffalo, N. Y., 
as recorded in a survey by Market 
Research Corporation of America, 
was used in the ninth of a series of 
folders entitled “Advertising Facts,” 
released today by the Bureau of 
Advertising, American Newspaper 
Publishers Association, to demon- 
strate the value of newspaper ad- 
vertising. 

Results of the survey, presented 
in chart form, show that 36 per cent 
of the dealers selected newspaper 
advertising as the most successful 
in building prestige; 61 per cent in- 
dicated that newspaper advertising 
brought in the most inquiries and 
52 per cent said newspaper adver- 
tising was the most helpful in mak- 
ing actual sales. Other media con- 


sidered in the survey were radio, 
magazines and outdoor. 


F, 


STOCK PHOTOS 


Thousands of ready-to-use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone. . . 


KAUFMANN & FABRY CO, 


425 S$. Wabash Avenue @ Chicago 


Telephone Harrison 3135 


106 West 43rd St.. NEW YORK 
Phone Bryant 9-6682 


FACTORY SALES UNRELIABLE ADVERTISING GUIDE 


A CHANGE in ADVERTISING. CASET 


A CHANGE in ADVERTISING . CASE 


(QUANTITY - TYPE - COPY - MEDIA) 


FACTORY 
SALES 


RETAIL 
INVENTORIES 


100 100 = TOTAL MARKET 
CONSUMER 
SALES 
+23% 
be Ue We Oe 


(QUANTITY: TYPE ‘COPY: MEDIA) 


FACTORY 
SALES 


CONSUMER 
SALES 


The danger of relying on factory 
sales records to gauge results of a 
change in advertising volume, copy 
or media selection is illustrated here 
by A. C. Nielsen Company. The 
chart at the left shows what hap- 
pened after an important advertis- 
ing change in connection with a 
drug product. Factory sales dropped 
19 per cent, indicating, on the sur- 
face at least, that the move was a 
failure. But the Nielsen Index 
showed that retail inventories had 
declined 15 per cent, explaining part 
of the apparent sales drop. At the 
point of consumption, however, it 


United Drug Company 
Promotes Two 


John Consodine, formerly assist- 
ant sales manager, has been pro- 
moted to general sales manager of 
United Drug Company, Boston. 

A. C. Bond, formerly advertising 
manager, has been named general 
merchandising manager. 


Gets Pacific Wood Tank 


Pacific Wood Tank Corporation, 
San Francisco, has appointed 
D’Evelyn & Wadsworth, San Fran- 
cisco, to handle advertising of its 
Redwood and Douglas Fir tanks, 
pipe and cooling towers. Industrial 


© 


AMERICA’S huat™ 
CLASS-MASS MARKET 


of food. Wears lots of 
Buys autos and radios, goes 


eats lots 
clothes. 
to the movies often. 


For that market is the readership 
of the People’s Press chain of news- 
papers. 
And their wives. 


Organized union workers, 


And children. 


It’s a readership that earns over 
well 
And, a 
readership that buys the products it 


ten million dollars every week 
over half a billion a year. 


sees advertised in its paper. 


Labor likes its news, its views, its 


interests, its paper .. . and its pa- 


ue BIG! 


publications will be used. 
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In the next twelve 
months our bill for 
foodstuffs will ex- 
ceed $175,500,000 ! 
per’s advertisers. And one insert 


order, one plate, takes your message 
to this entire market through the lo- 
calized editions of the national Peo- 


ple’s Press chain. 


Statistics ? 


swell story. 


Rates? They make a 
If you're interested in 
selling to labor, you'll want that story. 
send it. Phone, 


And we want to 


write or wire! 
The Newspapers of Labor 


People's Press 


Wat'l. Advg. Office: 1133 Broadway, New York City 


PEOPLE BUY..WHERE PEOPLE WORK ..WHERE PEOPLE'S PRESS IS READ 


was found that the total market 
both for the product studied and 
competing products had declined. 
Consumer sales of the particular 
brand had actually increased from 
35 per cent of the total market to 
43 per cent. 

In the chart at the right, the re- 
verse condition is perceived. Here 
the factory sales gain was due to 
increased inventories combined with 
an increasing total market. In spite 
of these increases, however, the 
consumer sales of the brand, in 
percentage of total market, declined 
sharply. 


CCA Chooses 
J]. N. McDonald as 


New President 


New York, Nov. 19.—J. N. 
Donald, advertising manager, Ana- 
conda Copper Mining Company, 
was elected president of Controlled 
Circulation Audit, Inc., at the an- 
nual board of directors’ meeting 
held here today. He succeeds E. N. 
Downs, Ethyl Gasoline Corporation. 

Joseph M. Graffis, Golfdom, and 
William A. Wolff, Western Electric 
Company, were re-elected  vice- 
president and_ secretary, respec- 
tively. L. C. Fletcher, Electrical 
Manufacturing, was named treas- 
urer, succeeding S. W. Dean, Jr., 
J. Walter Thompson Company. 
Frank L. Avery was re-elected 
managing director. 

Charges recently made by Metal 


Mc- 


Cleaning and Finishing, alleging 
irregularities in a CCA audit in- 
volving another member publica- 


tion, and counter charges against 
Metal Cleaning and Finishing for 
alleged violation of CCA by-laws, 
were discussed and referred back 


to the special committee of investi- 
gation, which will report to the 
board of directors at a meeting 


Dec. 9. 


Scull Widens Drive 
for Boscul Coffee 


William S. Scull Company, Cam- 
den, N. J., maker of Boscul coffee, 
has added eight stations to those 
carrying its Sunday evening news- 
paper of the air program. The sta- 
tions are WHAM, Rochester; WSYR, 
Syracuse; KYW, Philadelphia: 
WBAL, Baltimore; KDKA, Pitts- 
burgh; WDEL, Wilmington: WORK, 
York, Pa., and WGAL, Lancaster, 
Pa. The show started a year ago 
over Station WLW, Cincinnati. 

Newspaper copy is scheduled for 
dailies within the area covered by 
the broadcasts. Ward Wheelock 
Company is the agency in charge. 


“Talking Greeting 
Card” Wins Award 


The merit award of the Associ- 
ated Industries of Massachusetts 
has been presented White & Wick- 
off Mfg. Company, Holyoke, for the 
| greeting card that talks. 

The unique card makes use of a 
composition tape which when drawn 
between the fingers acts something 
like a phonograph record and says 
“Merry Christmas” or “Happy 
Pirthday.” 


Wallace Retains Remsen 

R. Wallace & Sons Mfg. Com- 
pany, Wallingford, Conn., silver- 
smith, has renamed Remsen Adver- 
tising Agency, New Haven, Conn.. 
to handle its account. 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


$4.75 per inch. 
insertions. 


The rates for this department are as follows: 


“Positions Wanted,” 
30 cents a line, 


All other classifications (single insertion rates): 


ee 
—_—— 


“Representatives Wanted,” ang 
minimum charge $1. Terms 


% in., $2.75; 1 to 3 in, 


Write for descriptive folder describing discounts for term 


HELP WANTED 


POSITIONS WANTED 


Young woman to act as editorial as- 
sistant and handle stenographic work. 
Position permanent. Give qualifica- 
tions, past experience and acceptable 
salary. eplies will be held in strict 
confidence. 

Box 1575, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


AGRICULTURAL 
ADVERTISING MAN 


Seeks wider opportunity. 11 years 
with manufacturers and agencies. Ad- 
vertising manager large machinery 
manufacturer. Knows planning, pub- 
lications production and merchandis- 
ing of farm paper, newspaper and 
trade paper campaigns, catalogs; fold- 
ers; direct mail; house organs; pub- 
licity; sales bulletins in farm, heavy 
machinery and _ construction fields. 
Writes straight-forward selling copy. 
Works well with people. Excellent 
references. Available January lst. 


Box 1573, ADVERTISING AGE, Chgo. 


GOOD ASSISTANT TO EXECUTIVE 
Young man with jr. exec. ability can 


be of unusual service to busy sales 
prom. or adv. executive. Good corre- 
spondent; adv. agency, sales prom. 


and dealer contact exp.; tactful and 
affable; 24, single and now employed. 
Also able to write copy, create prom, 
ideas, soothe displeased customers, 
play golf and stay within a budget. 

Box 1571, ADVERTISING AGE, Chgo. 


Advertising man wishes position in 
South during winter months. Thor- 
oughly experienced in retail, manu- 
facturing and agency fields. Walters, 
Railway Exchange, Milwaukee, Wis. 


KROUT, OF CHARMS, 
KILLED IN CRASH 

Bloomfield, N. J., Nov. 16.—Ray 
W. Krout, secretary, treasurer, and 
advertising manager of the Charms 
Company, candy manufacturer, was 
killed in an airplane crash near 
Sparta, Tenn., while on a vacation 
trip from New York to Nashville. 
He was 43 years old and a veteran 
of the World War. 


STOCKMAN DIES 

New York, Nov. 15.—Alfred M. 
Stockman, 61, founder and presi- 
dent of A. M. Stockman Advertising 
Agency, died last week following a 


heart attack. He established the 
Stockman agency in 1914. 
SULLIVAN DEAD 

Springfield, Mass., Nov. 15.— 


James C. Sullivan, advertising man- 
ager of Kane Furniture Company, 
died recently of injuries received 
when struck by an automobile in 
Worcester. He was formerly adver- 
tising manager of the Holyoke Tele- 
gram, Worcester Telegram and 
Post. He was with the Post when 
the paper suspended a few months 
ago. 


SKINKLE PASSES 

Kenosha, Wis., Nov. 16.—Harry 
Skinkle, 75, former advertising 
manager of the Vilter Manufactur- 
ing Company, Milwaukee, died in a 
local hospital yesterday, following 
a two-week illness. 


New Agency Formed 
Hudson Valley Advertising Cor- 
poration has been formed with of- 
fices at 1775 Broadway, New York. 
Incorporators are William E. Leary, 
Odin Swendsen and Alice H. Sabin. 


Mevi Appoints Agency 

Mevi, Inc., leather goods, has ap- 
pointed Post & Swanson, New York, 
to direct advertising for Foto-tainer, 
a photograph album. Leslie Heitel 
is account executive. 


+Travel Bureau ames AW 


AW-Advertising, New York, has 
been appointed by Pisa Brothers 


| Travel Bureau, New York, to han- 
dle advertising and promotion for 
| 1939 


ACCOUNT EXECUTIVE 
Knows mail order, medical and cos. 
metic. Can secure distribution. Sam. 
ples and references prove successes, 
Free lance or full time. 

Box 1572, ADVERTISING AGE, Chgo, 
Trade Paper Advertising Salesman— 
15 years experience, including 8 years 
as Western Manager on leading ABC 
and CCA papers. Close personal con- 
tact with leading agencies and Na- 
tional acconts in 13 Mid-West States, 
Proven sales record. 38 years old. 
Drawing account, traveling expenses 
against commission, available now. 
Address 

Box 1576, ADVERTISING AGE, Chgo. 

REPRESENTATIVE AVAILABLE 

Publishers’ Representative, excellent 
reputation and ten years’ experience 
selling eastern advertisers and 
agencies desires one publication to 
exclusively represent in East starting 
January 1. 

Box 1574, ADVERTISING AGE, N. Y. 


MISCELLANEOUS 


EXTREMELY LOW COST 
process reproduces “direct from your 
copy” without necessity of costly 
typesetting and cuts. 

Perfect for all sorts of illustrated ad- 


vertising material, bulletins, broad- 
sides, testimonials, chargs, diagrams, 
etc., etc. 


Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11”) $2.63 
Additional hundred copies only 22c¢ 
Quantity buyers allowed discount. 

Send for free informative book. 
Laurel Process, 480 Canal St., N. Y. C. 
A trained salesman will call in New 
York City and Metropolitan Area. Just 
phone WAIlker 5-0527. No obligation. 


New Rates for “Town” 


Town Weekly Magazine, New 
York, supplement for weekly news- 
paper publishers, has issued a new 
rate card, effective Jan. 1, showing 
a weekly average circulation guar- 
antee of 500,000. 


Federated Sales Named 
Federated Sales Service, Boston, 
has been named marketing counsel 
for Warren Leather Goods Com- 
pany, Worcester, Mass. 


The BEST cosds 4o LITTLE 


With all their rich appear- 


ance and selling appeal, 


TaTl exclusive Perfect- 
O-Cut labels cost but 
little! Their careful de- 


doe stomalaung 
sign and precision manu- (esi oi! 4 

Perfect-O-Cet 
lobe! seme'e 


facture will favorably reflect 


the quality of your pro- 
duct. Without obligation, 
we'd like to show you 
how these T&T foil 
labels can help you sell. 
(Lhe 


TABLET & TICKET CO. 


1015 West Adams Street * Chicago, Minors 
NEW YORK SAN FRANCISCO 
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November 21, 1938 27 
NOT A BLESSED EVENT Canada Magazine November Linage of entie Magazines a 
Linage Drops Pages Lines Pag Lines 
O/ : Canadian Home Journal ........... 40.3 28,279 57.7 40,442 
17.3 % in November Canadian Homes & Gardens........ 36.1 24,307 44.3 29,774 
Chi N N li Canadian Magazine ............... 23.5 *10,117 17.5 12,270 
».. a Ekiae Canale aaaneeen en oc cu asce ss 35.7 25,051 49.9 34,999 
: CE cenkscd cea bdane ss adanewess 25.7 11,031 38.5 16,535 
totaled 200,791, a decline of 17.3 per| :Maclean’s Magazine............... 56.5 39,559 62.4 43,729 
cent from the 242,816 carried by Mayfair 72.6 48.821 74.4 50.012 
these publications’ in November, | aytit, «-+-+-2-++202-+- sees reson , ,82 . , 
1987, according to reports today to National Home Monthly............ 35.2 24,657 45.1 31,590 
ADVERTISING AGE. 
This decline compares with per- ee SE te kieen ta kus emus 200,791 242,816 
ea cat Ge ae Soe. Commercial Display in Canadian Farm Papers 
Two Canadian farm papers, Coun- |Country Guide & Nor’-West Farmer 19.1 13,813 . 17.6 12,722 
try Guide & Nor’-West Farmer and |{Family Herald & Weekly Star— 
the Farmer’s Magazine, reported Eastern Edition Oe ee 47.8 38,251 52.0 41,678 
WILL HAVE 28,209 lines for the month, a gain Western Edition ee Pete ee 37.2 29,816 37.7 30,177 
TWINS NEXT of 8 per cent over the 1937| The Farmer’s Magazine............ 20.5 14,396 19.1 13,381 
total of 26,103. A majority of the 7Free Press Prairie Farmer......... 41.5 45,737 40.5 44,556 
WEDNESDAY sthar farm panes, cumveniiy vamart> (TONER PeeNeeer ...... 050060055 14.2 16,217 12.1 13,808 
ing October linage, likewise showed 
pe Bh sian NE a iin ceveaknnis 28,209 26,103 


The advent of “twins,” heralded in this teaser copy in St. Louis newspapers, 

referred to a new 10-cent double-loaf of bread, introduced this week by Taystee 

Bread Company. The double-loaf is, in reality, a pair of five-cent loaves, each 
weighing 10 ounces. 


Figures for the individual papers 
as well as page totals are shown in 
the accompanying table. 


Price Maintenance on 


Gasoline Held Hazardous 


Chicago, Nov. 17.—Despite the 
fact that recent price wars in the 
gasoline industry have been caused 
by retail margins which are too 
high, thus encouraging price cut- 
ting, application of minimum prices 
on branded products is fraught with 
danger, two speakers said at a mar- 
keting session of the American Pe- 
troleum Institute at the Stevens 
Hotel today. 

Wilmer R. Schuh, president, Na- 


BENJAMIN FRANKLIN 
INVENTOR 


Always a great lover of 
comfort, Benjamin Frank- 
lin is sometimes credited 
with the invention of the 
rocking chair. 

Thousands of 


Americans, 


contempo- 


rary likewise 


lovers of comfort, repeat- 
edly stop at the Benjamin 


Franklin 


when in Phila- 
delphia. They like its large, 
bright 
] 


rooms, convenient 
0cation and moderate 
rates. 1200 large modern 


rooms with bath. 


Include historic Philadelphia 
vn your visit to the New 
York World's Fair in 1939. 


THE 
BENJAMIN 
FRANKLIN 


PHILADELPHIA'S FOREMOST HOTEL 


SAMUEL BARLEY, Managing Director 


tional Association of Petroleum Re- 
tailers, Milwaukee, defended the 
Iowa, or dealer marketing plan 
adopted by the major refiners two 
years ago, while Hubert B. Fuller, 
general counsel, Ohio Petroleum 
Marketers’ Association, Cleveland, 
discussed competition of unbranded 
gasoline. 

Mr. Schuh asserted that the tank 
wagon price of gasoline has failed 
to follow the downward movement 
of tank car prices, creating an ab- 
normally wide spread which has 
encouraged price cutting. 

“For some reason unknown to 
me,” he said, “the industry insists 
upon having a spread between tank 
car and retail prices that permits 
every type of abuse imaginable. 
We have attempted to get a code of 
fair trade practices approved by the 
Federal Trade Commission, with no 
success.” 


Creed Still Effective 


The creed adopted by the Na- 
tional Association of Petroleum Re- 
tailers still stands as the most prac- 
ticable developed, he said. This 
code, briefly, urges protected terri- 
tory for service stations; a bar on 
further expansion of the _ retail 
business; balanced selling by refin- 
ers, based on logical potentialities, 
instead of reckless competition for 
volume at any cost, and minimum 
leases of two years which would 
attract retailers of high capacity. 

The Cleveland attorney indicated 
that price maintenance has been 
successful in the limited areas 
where it has been tested, but 
doubted that it could be extended 
without severe losses. 

“In California,’ he explained, 
“market stability seems to have 
been well established in spite of a 
large volume of unbranded gasoline 
offered at three or four cents a gal- 
lon below that charged for third- 
grade gasoline at stations handling 
branded gasolines under resale 
price contracts. While this compe- 
tition has practically eliminated 
sales of third-grade gasoline at sta- 
tions handling the branded gaso- 
lines under resale price contracts, 
it has scarcely affected the volume 
of house-brand and premium prod- 
ucts at those outlets. 

“No effort is made by the larger 
distributors to meet this unbranded 
cheaper gasoline competition. They 
feel that there is a certain class of 
motorists who are indifferent to the 
octane rating of the product they 
purchase so long as it comes under 
the general name of gasoline. 


Threat in East 


“The situation would be different 
if unbranded gasoline should make 
serious inroads into the volume of 
branded gasoline sold at higher 
prices. This appears to be the mar- 
keting hazard in the more Easterly 
parts of the country, where the sta- 
bility of retail marketing conditions 
is subject at all times to the com- 
petition of the unbranded or locally 
rebranded gasolines sold at a 


*Page size now 429 lines instead of 700. 
+Weekly—October linage shown, not included in total. 
tSemi-monthly—both issues included. 


slightly lower price, though with 
a much lower differential than on 
the Pacific Coast. 

“Whether a combination of price 
posting and permissive resale price 
maintenance legislation would tend 
to stabilize the retail market in 
Chicago would depend almost en- 


Portrait 


If you could look over the shoulders of 
three or four thousand top-notch advertising 
and marketing executives, especially in in- 
dustrial and trade fields, you'd probably find 


a picture something like this. 


edition of Industrial Marketing's Market 
Data Book Number has been distributed to 


all subscribers . 


this 368-page volume right on their desks, or 


within reach of their hand, ready for action 


on a moment's notice. 


The Market Data Book is that kind of a 


volume. It doesn’t get much 


. . and most of them keep 


tirely upon the quantity of un- 
branded gasoline coming into the 
territory from non-integrated re- 
fineries and the number of dealer 
outlets which desire to handle that 
gasoline at a cut price in the hope 
of attracting compensatory gallon- 
age.” 


of a 


For the 1939 


‘Kiefer Sales “Steel” 


D. C. Kiefer, formerly Western 
manager of Power Boating, has 
been appointed advertising repre- 
sentative of Steel in the Ohio-Mich- 
igan territory, succeeding C. N. 
Schmidt, who has joined American 
Steel & Wire Company. 


Useful Book 


offices. It's kept in a handy, easy-to-reach 
spot, and it’s referred to almost daily. 

The reason is very simple. In 20 years ad- 
vertising and merchandising executives have 
learned that when they want to know any- 
thing about industrial or trade markets, or 
the business papers serving those markets, the 
first place to look is in the Market Data Book. 

Get the Market Data Book habit. Keep the 
issue handy. Look in it first when you want 


statistical or research data in its field. Indus- 


rest in busy 


trial Marketing, 330 W. 42nd St., New York: 
100 E. Ohio St.. Chicago. 
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duPont to Recume Trend Toward 


‘Cavalcade’ Show 
Over 56 Stations 


New York, Nov. 17.—E. I. du 
Pont de Nemours will resume 
“Cavalcade of America” on 56 sta- 
tions of the Columbia Broadcasting 
System, beginning Monday, Dec. 5, 
from 8 to 8:30 p.m. Program fea- 
tures James Truslow Adams, his- 


torian and _ biographer; Gabriel 
Heatter, news commentator, and 
Thomas Hardie Chalmer. 


Musterole Expands 


Musterole Company, sponsor of 
Carson Robison and his Buckaroos, 
will add 11 stations to its NBC Blue 
network, effective with the Jan. 2 
broadcast. The program is heard 
on Mondays from 8 to 8:30 p.m. 
Erwin, Wasey & Co. is the agency. 


New Series for Armco 


American Rolling Mills Com- 
pany has signed a contract with 
NBC for a new series of broad- 
casts over a coast-to-coast Blue net- 
work of 42 stations beginning Jan. 
15 and featuring the Armco Band. 
The program is heard on Sundays 
from 3 to 3:30 p. m. 


Ewing Graham Joins 
“Equipment Preview” 


Putnam Publishing Company, 
Chicago, has appointed Ewing W. 
Graham business manager of Equip- 
ment Preview. 

Mr. Graham was formerly with 
T. Harris Smith & Associates, 
Philadelphia financial service, and 
previously was with A. R. Shaw 
Company, Chicago business paper 
publisher. 


(etids Rubbor Comont 


An Asset to the Graphic Arts 
Professions- Nationally Used 

3 Grades - Light-Medium and 
Heavy-}2% Per Gal Post Paid’ 

5.5. RUBBER CEMENT € 
3436 NO. HALSTED ST. 
CHICAGO, iLL. 


SAVE MONEY 
SAVE TIME 
Stop at the 


LEXINGTON 


Save money—You can get a 
large, delightful room with 
radio, combination tub and 
shower, circulating ice water 
for as little as $3.50 a day. 


Save time—The Lexington is 
centrally located—four short 
blocks from the Grand Cen- 
tral Station. Convenient to 
Park Avenue and the Fifth 
Avenue shopping district. 


DINE +» DANCE » ROMANCE 
IN THE FAMOUS 


ee y 
An authentic Hawaiian setting, 
that has “taken New York by 


storm.” Famous orchestras play 
nightly for dancing. 


HOTEL 
LEXINGTON 


Lexington Avenue at 48th St. 
NEW YORK CITY 

Charles E. Rochester, 
Managing Director 


“ate. es ‘¢ 


Smaller Linage 


Losses Continues 


Chicago, Nov. 18.—Retail display 
advertising for the week ended Nov. 
12 again conformed to its recently 
demonstrated trend toward lessened 
declines from 1937 levels when the 
80 important markets included in 
the ADVERTISING AGE Index of Re- 
tail Activity showed a decline of 
4.8 per cent from the corresponding 
week of last year. 

Newspapers in the measured 
cities showed a total of 22,498,724 
lines for the week reported, a de- 
cline of 1,141,040 lines from the 23,- 
639,764 line total for the compar- 
able 1937 week. 

For the first 46 weeks of this year 
through the date reported, the In- 
dex cities showed a total of 833,- 
620,919 lines compared with 937,- 
925,705 lines for the comparable pe- 
riod of last year, a loss of 104,304,- 
786 lines or 11.1 per cent. Compared 
with 1936, this year shows a de- 
cline of 7.8 per cent. 

According to the following table 
showing percentage of declines 
from 1937 levels for each weekly 
period of this year, only four of the 
first 46 weeks of this year have 
shown smaller declines than the 
current week: 


OS eae ee eee — 0.8 
Se TE ais sctety oa ee en Se ea — 2.4 
(Se ee — 3.7 
re - §.1 
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te: eee eee 14 
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eer ee —14.8 
ge re —16.6 
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| err Tree —14,2 
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. So Rarer errs cree — 5.3 
2 re — 9.8 
re ee —15.7 
ee —10.8 
ST Cr TT ee —12.3 
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A ae ee —14.3 
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SEE EP Nicrkaciss eens aadtids —12.3 
IE 5.39.46-40644044¥00"8 — 9.2 
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Individual linage figures for each 
city included in this Index are 
shown in the tabulation in the ad- 
joining column. 


Most Changes in 
Linage Ratings 
in Evening Field 


New York, Nov. 17.—Most news- 
paper linage shifts during the first 
ten months of 1938 have taken place 
in the evening field, an analysis by 
Media Records, Inc., covering all 
newspapers in 112 major cities, re- 
vealed today. 

The New York News carried most 
total display advertising during the 
first ten months in the morning 
weekday field, maintaining its 1937 
rank. The New York Times 
Chicago Tribune are second and 


third in the current rating, as in 
1937. 


| While the Washington Star again 


lleads in total display among week- 
|day evening papers, some important 
ichanges are found among other 
leaders. The Montreal Star, eighth 


in 1937, has climbed to second place 
The New York Sun again is third, 
the 


‘but 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


— 


{Akron Times-Press discontinued 


*Daily Ledger discontinued June 


13th a year ago, has ascended to 
fourth place. The Newark News 
has also made a sensational gain, 


and | 


Baltimore Evening Sun, 


jumping from 15th in 1937 to sixth 


this year. 


| The Sunday papers which carried 


‘the largest volume of display in 


1937 again are found in the van. 
The New York Times retains its 
leadership, followed in order by the 
Chicago Tribune, New York Herald 
|\Tribune and New York News. 
| While many of the 1938 leaders in 
ithe three fields held losses to a 
‘minimum in comparison with 1937, 
/not one was able to register a gain. 


Sheets, Hose to Y&R 


Cannon Mills has appointed 
| Young & Rubicam, New York, to 
| direct advertising of its sheets and 
| hosiery lines. N. W. Ayer & Son 
| will continue to handle promotion 
_of Cannon towels, through its New 
| York office. 


Joins Fruit Growers 

Harold A. McCoy has been ap- 
|pcinted advertising manager of 
| American Fruit Growers, Inc., Pitts- 
| burgh, succeeding Mrs. J. M. Earley. 


+tProvidence Tribune discontinued May 1, 


Aug. 28, 1938. 


*New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§$Journal and Sunday American discontinued June &, 1937 


23, 1937. 
1938. 


General Foods Answers 
Booth Fisheries Suit 

General Foods Corporation last 
week filed its answer in the United 
States District Court at Wilmington, 
Del., to the allegations made by 
Booth Fisheries, Chicago, on a suit 
started in July. Booth charged that 
Frosted Foods, Inc., a General 
Foods subsidiary, had _ infringed 
patents owned by Booth. 

It is expected that the case will 
be heard early in 1939. 


Gray Appoints Dorland 


Gray Brothers, Syracuse, maker 
of Grayflex shoes for women, has 
appointed Dorland International, 
New York, to direct its account. 


Harley to Klaver 

| Harley Clothes, New York, has 
appointed J. R. Klaver, Advertis- 
ing, New York, as agency. News- 
papers and direct mail will be used. 


a 
% Gain % Gain 
46-Week 46-Week 46-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gaiy 
Ended Ended Ended over over Ended Ended or 
City Nov. 14,1936 Nov. 13,1937 Nov. 12, 1938 1936 1937 Nov. 13, 1937 Nov. 12,1938 Logs 
fi 3g : Sarre 14,841,390 14,917,885 10,428,027 —29.7 —30.1 318,602 219,688 —$1) 
AMGCORE, FO. sccsvccece 5,787,108 6,197,996 4,795,621 —17.1 —22.6 139,111 123,011 —115 
AZIOBGR, GA. .cccccceses 13,361,474 14,000,060 13,962,536 + 4.5 —0.3 356,818 419,426 +175 
Baltimore, MG. ..cceecs 19,844,702 20,502,476 19,168,499 —3.4 —6.5 516,696 464,124 ~10,9 
Birmingham, Ala. 10,557,468 11,404,792 11,087,566 + 5.0 —2.8 275,156 270,102 —1) 
POStOM, BEOOE. 2c ccsces 18,497,080 18,195,849 17,264,064 —6.7 —65.1 600,911 489,787 —h 
Bridgeport, Conn. ..... 8,339,644 8,894,348 7,970,668 —4.4 —10.4 212,856 221,732 +42 
Buffalo, N. “rtrrirt 15,390,378 16,914,686 14,329,274 —6.9 —15.3 455,504 315,874 —30.7 
CamGen, Ni ds ccisssivs 3,692,875 3,689,744 3,435,736 —6.9 —6.9 109,695 97,204 —~114 
Cedar Rapids, Ia. ..... 4,458,524 4,621,834 4,196,976 —5.9 —9.2 113,974 104,636 —82 
Chattanooga, Tenn, . 5,964,159 5,640,676 5,579,287 —6.5 —1.1 124,754 136,411 +93 
ee: BE ciksecdens 27,220,143 29,540,062 26,932,908 —1.1 —8.8 735,747 729,886 —f § 
CimeImmees, OK iccecess 14,932,074 15,773,585 13,551,709 —9.3 —14.1 378,095 382,817 +1.2 
CIOVOISEG, Gi ccrcivces 17,852,498 19,252,852 15,585,500 —12.7 —19.1 467,648 372,941 —203 s 
COIMMBUS, ©. ccccccses seeeesas ij e8eecese  sevenses oane Tr 315,781 316,340 +09 ; 
ERAU, “BOM seccserses 17,884,355 19,156,601 18,205,259 +1.8 —4.9 450,644 443,485 se ¢ 
EP VORDOTS, TR, «5 sccees 7,874,216 9,154,628 8,373,876 + 6.3 —8.5 238,294 309,022 + 29.7 
SE : reer 12,317,638 13,893,826 11,693,956 —5.1 —15.8 344,134 313,502 —§9 \ 
oo a eee 9,194,888 9,434,750 7,462,154 —18.9 —20.9 234,170 154,333 —34,] : 
Des Moines, Ia. ....... 5,687,839 5,835,853 5,660,344 —0.5 —3.0 112,682 160,905 +425 F 
TT eS re 19,298,885 20,103,826 15,812,780 —18.1 —21.3 522,146 447,447 —143 \ 
en PU, “ROM sctcaess s0Ueeeee i s60desee 8 =| eeeee ens eae rer 213,234 336,056 + 57.6 
i ee , “PCC CTULTTELe 6,611,076 8,321,254 7,877,558 +19.2 —5i.3 199,990 194,544 —2.7 I 
Evansville, Ind. ...... 11,637,948 11,423,133 10,888,512 —6.4 —4.7 310,814 278,978 —10,3 ] 
Fall River, Mass. ..... 3,096,451 3,108,817 2,835,154 —8.4 —8.8 63,084 47,946 —24.0 I 
West, MEOEEs 6064d 60008 8,047,886 8,219,652 6,428,814 —20.1 —21.8 195,510 204,932 +48 t 
Fort Wayne, Ind. ..... 10,296,986 10,604,035 9,482,571 —7.9 10.6 238,182 251,496 +5.6 t 
RG; ERG, ick scanseeras 5,561,654 6,517,780 4,892,867 —12.0 —24.9 174,618 151,469 —13.3 
Grand Rapids, Mich. 8,427,986 9,435,028 7,673,494 —8.9 —18.7 242,004 212,548 —12.2 t 
Greenville, 8S. C. ...... 5,398,349 6,057,779 5,915,132 + 9.6 —2.4 178,931 120,675 —32.6 
PROMEEON,. DORs c0csseces 13,108,838 14,705,782 14,654,812 +11.8 —v.4 351,036 363,748 +38 t 
Indianapolis, Ind. 15,983,654 16,711,945 14,189,086 —11.2 —16.1 440,454 394,898 -10.4 ‘ 
Jacksonville, Fla. ..... 7,929,133 8,481,312 8,071,720 +1.8 —4.8 299,586 309,456 +3.3 
eeraay City, Ni. ds «ovas 2,124,785 2,112,626 1,848,612 —13.0 —12.5 66,492 45,792 $1.1 
Kansas City, Kans. 2,233,595 2,415,118 2,483,957 +11.2 + 2.9 62,062 66,024 +6.4 1 
Knoxville, Tenn. ...... 8,738,695 9,519,788 8,917,179 + 2.0 —6.3 262,388 196,588 —25.1 ' 
Little Rock, Ark. ..... 8,378,823 8,470,518 8,206,276 —2.1 —3.1 201,012 254,212 + 26.5 
Los Angeles, Cal. ..... 22,974,661 20,643,843 —10.2 561,351 501,824 -10.6 
SOMeETee BGs axtcawk #880500 14,358,234 12,505,935 ome 12.9 387,663 322,622 —16.8 
ae, Be con scsisds 9,003,456 8,839,684 7,017,400 —22.1 —20.6 166,628 168,770 +1.3 
Manchester, N. H. 3,115,021 3,340,172 3,224,014 + 3.5 —3.5 72,860 70,232 —3.6 
Memphis, Tenn. ...... 10,117,524 10,843,856 10,056,116 —0.6 —7.3 289,590 269,696 —6.9 
Milwaukee, Wis. ...... 13,742,727 15,984,999 13,339,048 —2.9 —16.6 473,032 349,133 —26.2 | 
Minneapolis, Minn. 13,461,894 13,225,455 11,964,668 —11.1 —9.5 309,243 317,172 +2.6 | 
Moline-Rock Island ... 7,686,862 8,267,397 7,578,816 1.4 —8.3 177,352 156,590 —11.7 : 
New Bedford, Mass. ... 2,959,906 3,000,914 2,763,054 —6.7 —7.9 55,608 59,906 +7i 
New Haven, Conn. ... 8,072,260 8,464,980 8,033,186 —0.5 —5.1 183,134 186,760 +19 
New Orleans, La. ...... 17,567,391 17,989,450 16,736,231 —4.7 —6.9 489,601 449,556 —8.2 
io. ae ee i ee 58,590,525 59,078,805 52,706,503 —10.1 —10.8 1,497,117 1,600,929 +6.9 | 
SErOOmiye, MW. FT. cscece 6,277,449 5,693,204 4,296,064 —31.6 —24.6 97,292 98,726 +1.5 | 
PUOTTOUN, VEe scsccceses 8,588,274 8,608,700 $8,287,006 —3.5 —3.7 211,974 196,504 —73 
Cee, Gs cecensene 6,995,572 6,971,822 6,536,841 —6.6 —6.2 183,768 179,095 —2.6 
Oklahoma City, Okla... 9,982,991 11,118,114 10,408,012 + 4.3 —6.4 261,352 212,212 —18.8 | 
say Se! Seer ee 9,891,069 10,478,372 9,124,758 —7.8 —12.9 226,660 209,444 7.6 
Philadelphia, Pa. ..... 26,133,286 27,135,591 23,773,724 —9.0 —12.4 744,989 694,269 —6.8 | 
Phoenix, Ariz. ........ 6,602,050 6,497,540 6,721,160 + 1.8 +3.4 168,280 143,878 “14.5 | 
PittsburgGgn, Pa. «2.2000 20,965,266 22,493,982 17,619,280 —15.9 —21.7 551,264 440,090 —20.2 
Portland, Ore. ........ 11,007,477 11,560,992 10,540,266 —4.3 —8.8 262,192 283,500 +8.1 
ttProvidence, R. Ll. .... 12,192,667 12,592,489 9,286,854 —23.8 —26.3 273,302 266,288 —2.6 
eS . Seerrerery 8,596,504 9,827,824 8,468,101 —1.5 —13.8 226,170 240,114 +6.2 
Richmond, Va, ........ 11,962,060 11,816,588 10,654,126 —10.9 —9.8 277,130 257,390 —i7.1 
§Rochester, N. Y. ..... 16,590,214 15,772,139 12,856,345 —22.5 —18.5 356,019 359,823 +1.1 
Sacramento, Cal. ..... 7,903,638 7,828,265 7,038,729 —10.9 —10.1 187,068 185,542 —O0.8 
San Antonio, Tex. .... 5,778,087 5,807,783 5,662,117 —2.0 —2.5 110,483 145,681 + 31.9 
Ban Dieme, Cal. ..cceocs 12,703,466 12,501,360 11,253,516 —11.4 —10.0 266,322 281,764 + 5.8 
San Francisco, Cal. 14,129,317 14,409,096 13,216,004 —6.5 —8.3 385,584 341,489 —1l11.4 
Seattle, Wash. ....... 8,881,780 9,186,534 8,695,457 —2.1 —5.4 197,652 227,318 +15. 
South Bend, Ind....... 8,001,943 8,441,252 6,303,073 —21.2 —25.3 215,548 183,633 —14.8 
Spokane, Wash. ...... 6,663,703 6,960,982 6,492,654 —2.6 —6.7 148,820 134,708 —9.5 
ie BAPE, BRO. sc ctecare 16,394,445 17,326,785 15,646,395 —4.6 —9.7 415,350 395,950 —45 
St. Paul, Minn. ....... 11,712,305 10,993,581 9,957,069 —15.0 —9.4 281,855 208,255 —26.1 
Syracuse, N. Y. ....... 10,779,641 10,669,402 9,503,438 —11.8 —10.9 284,096 287,154 +1.1 
*Tacoma, Wash. ...... 5,689,895 5,639,466 5,310,508 —§.0 —5,.8 136,234 127,862 —6.2 
TRUDE, Fs cccccseces 5,209,208 5,498,938 5,321,874 + 2.2 —3.2 145,138 126,798 —12.6 
Toronto, Ont., Can. 18,166,463 17,302,032 15,421,008 15.1 —10.9 444,142 405,414 —3$.i 
TOY, N. FX. scccsccesss 3,583,328 3,864,441 3,587,962 +0.1 —7.2 104,790 89,894 —14.2 
Tee, Gee .cecovsccs 9,049,277 8,753,028 8,105,276 —10.4 —7.4 212,786 208,922 —1.8 
Washington, D. C. 33,650,022 33,309,022 30,712,515 —8.7 —7.8 726,631 794,466 +98 
Worcester, Mass 10,763,154 11,077,915 9,921,078 —7.§ —10.5 288,428 245,084 15.0 
Youngstown, O. 8,229,076 8,088,963 6,468,411 —21.4 —20.0 162,456 152,232 —6.3 
| ee 867,963,890 937,925,705 833,620,919 -—7.8 —11.1 23,639,764 22,498,724 —48 


Keufel & Esser Appoints 

Keufel & Esser Company, Hoboke?. 
manufacturer of drawing materials, 
surveying instruments and measul- 
ing tapes, has appointed Wildrick 
& Miller, New York, to handle 1! 
advertising. 


MEDIA SERVICE, INC. 


60 East 42nd Street, N.Y.C. 
Through its intimate contacts 
with advertisers and agencies 


SELLS SPACE 


Acting as eastern advertis- 
ing managers and staff 


for LEADING PUBLICATIONS 


TORONTO] 
MONTREAL 


WINNIPEG 
LONDON fag 
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November 21, 1938 


ADVERTISING AGE 


Urges Editorial 
Scrutiny of Ad 
Copy in Magazines 


(Continued from Page 1) 
ance or rejection of advertising, 
just as they exercise summary 
>wer over editorial content. 
Headlining an array of speaking 
talent embracing experts both 
within and without the insurance 
feld, Mr. Van Beynum said that his 
theory of writing advertising is 
based on the belief that emotions 
and moods, rather than cold logic, 
govern selection of magazines. 


Moods Match Magazines 


“We know,” he said, “that a per- 
son who will spend one evening 
avidly devouring a business paper 
covering insurance or advertising, 
will 24 hours later refuse to have 
anything to do with anything more 
serious than the cartoons in Esquire. 
We suspect, then, that when he is 
reading The Saturday Evening Post, 
it is because he is in a certain 
mood, and we of the Travelers 
think it is well to have our adver- 
tising in that periodical parallel its 
tempo, technique and style. 

“If advertisers could get the edi- 
tors of successful magazines to 
accept or reject their advertise- 
ments in accord with the standards 
they apply to contributions from 
writers, we would all get better re- 
turns from our advertising dollar.” 


Repeat Copy Barred 


This philosophy would exclude 
repetition of any piece of copy, no 
matter how well it might pull the 
first time. Mr. Van Beynum ad- 
mitted that there is reason for 
debate over this viewpoint, since 
some advertising is of such a basic 
nature that it seems never to be- 
come stale. He contended, however, 
that since no editor would reprint a 
story, except on the rarest occasions, 
the advertising man should be just 
as insistent on serving up original 
material for the perusal of his read- 
ers. This policy is rather hard on the 
advertising agency, he said, but if 
it is profitable can easily be justi- 
fied from the agency’s viewpoint 
also, 

The Travelers theory also leads 


Study FRANK H. YOUNG'S 
ADVERTISING LAYOUT COURSE 
At Home 


Make your spare time count. 
Increase your efficiency in 
order to increase your earn- \ 
ing power Mr. Young, in- 
ternationally recognized au- 
thority has prepared a 
complete practical course 
based on methods successful 
for years at his American 
Academy of Art Now his 
teaching ts brought to your home. Will help pro- 
fessionals and beginners in art, advertising, print- 
ing, et Endorsed by graduates, art directors, 
sdvertising executives. Learn and apply layout prin- 
‘ples—recelve individual criticism and revisions 
by mall. Write to Dept. C-118 for free details. 


AMERICAN ACADEMY OF ART 
Frank H. Young, Director 
25 E. Jackson Boulevard 


Chicago, til. 


INSURANCE COPY IS GEARED TO SPECIFIC EDITORIAL APPEAL 


How Travelers Insurance Company endeavors to tie in with editorial content of magazines. 
Evening Post; center, in National Geographic Magazine, and right, Collier's. 
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Left, copy in The Saturday 


its proponents into some rather 
strange fields, Mr. Van Beynum ob- 
served. 

“Once in a while,’ he said, “we 
evolve an advertisement which fails 
to coincide with the field of the 
magazine for which it was designed. 
In such a case, we often run it in 
a magazine which is not on our 
regular schedule, because it seems 
to appeal to that publication’s read- 
ership.” 

He said that analysis of women’s 
magazines is more difficult than of 
the general papers, and that his 
company has not yet discovered the 
correct formula for that field. 

Karl Ljung, assistant secretary, 
Jefferson Standard Life Insurance 
Company, Greensboro, N. C., criti- 
cised insurance companies for in- 
ability to depart from the jargon 
of the field in letters to policyhold- 
ers. Conservation of insurance is 
the biggest question mark confront- 
ing the field, he said, and forces a 
review of the industry’s advertising 
and sales methods. 

Clinton Davidson, of New York, 
former supersalesman of insurance, 
and now vice-president of Fidu- 
ciary Counsel, Inc., offered the sug- 
gestion that star insurance sales- 
men be dramatized in advertising 
just as movie stars are glorified. 
He implied that the common criti- 
cism of life insurance advertising— 
that it fails to help the field man— 
is largely true, and said that his 
plan would end that objection. 

“Nothing a life insurance com- 
pany can do,” he asserted, “would 
increase its sales as much as ex- 
ploiting leading salesmen in the 
communities where they live and 


Advertising Men's Florida Headquarters 


fe ? ae ln eal “niall 


| i 


. 


DANIA BEACH HOTEL 


DANIA, FLORIDA 


et aceiatiaal 


PT ggg Tm me IRE RR IN 


19 MILES NORTH NLY ON 
OF A. A. A. HOTEL U. S. No. 1 
| MIAMI DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
@ LARGE OUTSIDE ROOMS 
| 
@LOW RATES ALWAY 
AAA - eke ORE ea, ty 
ay e E 
| ND FOR BOOKLETS AND RATES e@ EXCELLENT CUISINE 
25 MINUTES FROM MIAMI BEACH 


work. This would have to be big- 
scale newspaper advertising which 
would make the salesmen welcomed 
by big business men on whom they 
called. Newspapers might well get 
behind this idea.” 

Bernard S. Lichtenberg, New 
York, president of the Institute of 
Public Relations, urged the life in- 
surance executives to “insure your 
own businesses by increased adver- 
tising.” He said informative copy 
is needed in view of the growth of 
Social Security and its implied 
threat to stock insurance compa- 
nies. 

Eric Hodgins, publisher of For- 
tune, held Franklin D. Roosevelt up 
as an expert on public relations and 
said that mere increase in adver- 
tising appropriations will not re- 
deem business in the eyes of the 
American public. 

“The problem will be solved only 
when American business identifies 
itself with the American people and 
explains its motives,” he said, “and 
when all intelligent and articulate 
business men become as interested 
in receiving a mandate from the 
people as a politician seeking re- 
election. Candor is one tool for 
public relations which business men 
have not yet employed.” 


Cooperative Copy Succeeds 


Ford S. Kumpf, president, Do- 
minion Life Assurance Company, 
reported good results from the 
$75,000 advertising campaign insti- 
tuted by 28 companies in Canada 
several years ago. The campaign 
has been a major factor in stimu- 
lating new and conserving old busi- 
ness, he said. A plan to add radio 


=|is now being considered. 


Col. D. Gordon Hunter, of Hart- 
ford, Conn., vice-president, Phoenix 
Mutual Life Insurance Company, 
said that the present system of 
compensating salesmen is unfair, at 
least to the average agent, who 
develops business slowly and pain- 
fully. His work as a missionary 
deserves something better than a 
commission on business actually 
written. 

John A. Stevenson, executive 
vice-president, Penn Mutual Life 
Insurance Company, recalled J. P. 
Morgan’s prediction that “glass 
pockets” will eventually be in 
vogue, and said that life insurance 
salesmen should be equipped with 
facts about the background of in- 
surance and insurance companies 
which they can pass on to the 
public. 

Wesley A. Gilman, vice-president 
of N. W. Ayer & Son, also spoke on 
public relations, urging the annual 
report as one fine medium. 

“When business is good, let’s tell 
the public why,” he urged. “When 
it’s bad, let’s do the same. Let’s 
discuss taxes, legislation, plans, as- 
pirations—let’s talk in a friendly 


way about everything that affects 
us that might affect the public.” 

The Life Advertisers Association 
elected John H. McCarroll, vice- 
president, Bankers Life of Des 
Moines, president, succeeding Cyrus 
T. Steven, Phoenix Mutual Life of 
Hartford. 


Exhibit Is Comprehensive 


A feature of the convention was 
the exhibit of insurance advertis- 
ing. Excelsior Life Insurance Com- 
pany, Toronto, won the sweepstakes 
trophy in Group 1, comprising 
companies with $150,000,000 or less 
of ordinary life insurance in force. 
The sweepstakes trophy in Group 2, 
embracing companies with more 
than $150,000,000 and less than 
$400,000,000 of ordinary life insur- 
ance in force, was taken by North- 
western National Life Insurance 
Company, of Minneapolis, and in 
Group 3, companies with more than 
$400,000,000 in force, by the Provi- 
dent Mutual Life Insurance Com- 
pany, Philadelphia. 


Griffiths on Own 


R. R. Griffiths has established his 
own agency in the Royal Bank 
bldg., Winnipeg, Man. He recently 
retired from A. McKim, Ltd., after 
35 years with that agency. 


Electric Razors 


Via Western Union, 
Gillette Gift Offer 


(Continued from Page 1) 


Chicago Tribune, Cteweland Plain 
Dealer, Detroit News, Milwaukee 
Journal, Philadelphia Inquirer, 
Pittsburgh Press, New York Times, 
New York News, Los Angeles 
Times, Portland Journal, Seattle 
Times, San Francisco Chronicle, 
St. Louis Globe-Democrat, Wash- 
ington Star. 

In lining up details of the plan, 
Craig Smith, Gillette advertising 
manager explained, care was taken 
not to disturb the manufacturer’s 
relations with established retail out- 
lets. Western Union will be ex- 
pected to buy its razors at the full 
retail price from local dealers. The 
communication company’s only 
profit opportunity is through deliv- 
ery of the razors and accompanying 
messages, cost of which will be 
borne by Gillette. There are 4,200 
Western Union offices in 2,800 cities 
and towns. 

Maxon, Inc. is the Gillette agency. 
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Above reduced advertisement 
for Freeman Shoe Corpora- 
tion, Beloit, Wisconsin, was pre- 


pared by Faithorn Corporation. 


a 
Always the Finest 
at Faithorn 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one orali— 
just as you wish, but all 
are here, ready to serve 
you... Speed, economy 
and satisfaction assured. 


to handle the production requirements 
of your advertising matter is to place 
your business with a concern that ren- 
ders a COMPLETE SERVICE in(1)Ad-Setting, 
(2) Engraving and (3) Printing—all 
under ONE ROOF .. . We think in terms 
of results ... The shortest way ‘round 
is usually the best ... Why send cuts 
to one concern—typesetting to another 
many blocks away—and then give your 
printing to a firm even farther distant? 
You can cut your costs, eliminate worry 
and save TIME, TROUBLE and MONEY by 
having FAITHORN do the entire job. We 
will gladly show you samples. Try us! 
Exceptionally well fitted to submit ideas, 


moke layouts, prepare sketches and draw- 
ings—throvgh every step of production. 


FAITHORN CORPORATION 
Ad-Setters - Engravers - Printers 


504 Shermen St., Chicage Phone Wab.7820 
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“We have everyday proof that our ‘old fat boy’ who 
appears in most of our advertising is known and 


followed from coast to coast,” says Mr. Free. “For 
this we give high credit to Advertising Age—to your 
large circulation, your favorable make-up, and your 
great reader interest.” 


Free & Peters has developed to its present im- 
portance in the national broadcasting field because it 
performs a needed job well — but it is perhaps 
slightly significant that its rise in the field of radio 
representation has been paralleled by impressive, 
effective advertising to advertisers and agencies— 
advertising which, among advertising papers, has 
been carried exclusively by Advertising Age. 


Free & Peters, in common with scores of other 
organizations in radio, has learned that Advertising 
Age is the first and best bet for promotion of radio 
time and service sales. That’s why the radio field 
spent one and one-half times as much money in 
Advertising Age during the first eight months of 1938 
as in the next general advertising paper. 


If you have goods or services to sell to national 
advertisers and advertising agencies, you can get your 
story across to action-minded buyers through the 
pages of Advertising Age — where advertising is 
actually read and acted upon. 


New York Chicago 


Says James L. Free of Free 
& Peters, Inc., nationally 
known radio representa- 
tives whose organization 
has grown from “‘scratch”’ 
to one of the most im- 
portant in the business in 


the short space of six years. 


oereoir LOS ANGELES SAN FRANCISCO ATLANTA 


FREE a PETERS 


BADIO STATION NEGLESENTATIVES 


Chicego Olfice: « 180 North Michigen Avenue . Telephone Franktin 6373 


Ure Ge De Crain, Jre, September 13, 1958 
Publisher, 

Advertising Age, 

100 E. Ohio St., 


Chicago, Illinois 


Dear Mr. Crain: 


I am happy to tell you why Free & Peters' advertising appears regularly in Adver- 
tising Age. 


As exclusive national representatives of twenty-five top-flight radio stations 
throughout the country, we have a multiple selling job to do. Basicly, our job 
is to sell time and get renewals from desirable advertisers for these stations. 
We have found the best way to accomplish this is to help advertisers and their 
agencies cet results through carefully planned spot broadcasting campaigns on 
our stations. If we can do that, tho sales of time and the renewals take care 
of themselves. This means we are essentially a service organization, and to 


function at top efficiency we must have the confidence of the people we are try- 
ing to serve. 


We maintain six offices from coast to coast, each office manned, we believe, by_ 
the finest and best quelified men and women in the radio business. Our fourteen 
senior salesmen pake more than twenty thousand personal contacts annually. We 
kmow through these personal contacts we have developed over a period of years a 
tremendous amount of good will and confidence for the organization. 


We use Advertising Age because we know that in the course of a year you make many 
times twenty thousand cood will contacts for us at a tiny fraction of the cost 

of maintaining fourteen high priced men in the field. We know that our advertise- 
ments in Age are seen and assimilated by our largest customers - men we are con- 
tacting personally nearly every day - and that they ere also seen and noticed by 


people who seldom see us now, but may be our biggest customers in the years to 
come. 


We have every day proof that our "old fat boy," who appears in most of our adver- 
tising, is known and followed from coast to coast. For this we give high credit 


to Advertising Age - to your large cirovlation, your favorable make-up, and your 
great reader-interest. 


‘ith best wishes. 


Sincerely yours, 


FREE & TG ) 
By o( Were ° ~~ 


resident 


JAMES L. FREE 


President of Free & Peters, Inc., which was estab- 
lished in 1932 “with two men, one stenographer, 
a one window office, and an idea.” Today this 
organization has six offices in metropolitan centers 
across the nation; employs twenty-six people; rep- 
resents 25 major market radio stations; and ac- 


counts for five to ten per cent of the total national 
spot radio business. 


Atlanta 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


A NEW PRESENTATION BY GOODRICH 
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Another Goodrich “Belt” 


that Flexes Longer 


A typical example of Goodrich development in rubber 


F GOODRICH means only transmis- 
= sion belaing and hose to you, let chis 
voung lady remind you that Goodrich 

enev verything of rubber from thread 
stec! mull rolls, from paint to acid 


caks mM street Cat Springs to putty 
There isn't a home or office, factory or 
farm. chat couldn't be made more efficient 
and economical with Goodrich rubber. 

The same engiveers who developed 
a traasmission bele which flexes five 
umes fonger have now developed a 
new rubber yara for girdles which basts 
looget, belps female America “keep io 
shape Latex is made into a special 
age resisting, hea tesisting compound, 


drawn imo setands fine as a hair, aod 
cured. Two strands of coon thread 
are then wound around the rubber 
undet tension. Result is a yarn 60 
fine it makes 3 mile to make a pound, 
yet so strong it keeps ics flexibility, 
good as new, long after ocher rubber 
yarns are as lifeless as an old garter, 

Ideal for, the more active, athletic 
women of today (whose activicy wore 
out former rubber yarns), chis latest 
Goodrich developmen: ts a typical 
example of the versatility of Goodrich 
engineers, Starcely a week passes that 
they do not find a new improvement 
—to make tubber of synthetics Last 


longer, resist ait or chemicals berter, 

ttend more impact and abrasion. All 
these improvements ate applied at 
onceso al] Goodrich products they can 
benefit, so don't ake ic foe granted 
that the belting, hose, ranks, packing 
you use are giving you the lounges: 
possible life—uaril you find out what 
amptovements Goodtich has made in 
comperable products. Your Goodrich 
Disrributor can tell you, or write The 
B. P. Goodrich Company, Mechanical 
Rubber Goods Division, Akroa, Obio. 


Goodrich 
sar eat ait RUBBER 


This pensive lady lends a sophisticated touch to business paper copy used by B. F. 
Goodrich Rubber Company, Akron, to emphasize the versatility of the company's 
products and to point out that improvements in production of such garments as 


the girl exhibits are also utilized in the making of industrial products. 


Griswold- 


Eshleman Company, Cleveland, is the agency. 


DISCUSS INSURANCE ADVERTISING 


Bernard S. Lichtenberg (left), New York, president of the Institute of Public 
Relations, who addressed the Life Advertisers Association, is shown here with 
Cyrus T. Steven (center) of Hartford, outgoing president, and Ford S. Kumpf, 
president of Dominion Life Assurance Company. 


of Waterloo, Ont., 


GETS ANNUAL AWARD 


David Sarnoff, president, Radio Corpora- 
tion of America, has been named by the 
Poor Richard Club, Philadelphia, as re- 
cipient of the 34th annual gold medal 
award of distinction, for having “pro- 
moted advertising, aided American civi- 


lization and assisted in uplifting the 
American standard of living.” Presenta- 
tion will be made at the club’s banquet, 
Jan. 17, at the Bellevue-Stratford Hotel. 
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TF GALITIC OFFERS FREE GESTERD onion SeReEET! 


Gillette Safety Razor Company, Boston, 
is using rotogravure copy to announce a 
tie-up with Western Union which permits 


purchase of its new electric shaver 
through any of the telegraph company’s 
offices. There is no charge to the con- 
sumer for delivery anywhere in the 
United States. (Story on Page !). 


LIFE ADVERTISERS RECEIVE COPY AWARDS 


Leonard C. Kiesling (left), agency manager of Continental American Life Insurance Company, Wilmington, Del., and 
committee chairman of the Life Advertisers Association, makes formal presentation of the awards given at the convention 


or various types of advertising. 


The winners (left to right) are Alan M. Kennedy, Northwestern National Life Insurance 


Company, Minneapolis; Franklin C. Morss, Provident Mutual Life Insurance Company, Philadelphia, and Morgan S. Crock- 


ford, Excelsior Life Insurance Company, Toronto. 


(Story on Page |.) 
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The Missouri Credit Clothing and Jewelry Company, Kansas City, followed up a 

window smasher's theft of nine Rand shavers with this promise, as per the window 

display, of a cash refund to the thieves with no questions asked if satisfaction was 

not obtained. So far, no claimants have appeared. The picture was taken by the 
Kansas City Star. 


HONOR CANADIAN AGENCY CHIEF 


és te SA 


J. J. Gibbons (right), head of his own agency in Toronto for the last 40 years, 
was guest of honor at a recent luncheon attended by Canadian publishing and 


advertising notables. He was also the recipient of an illuminated address, pre- 
sented by John Atkins, vice-president of the Canadian National Newspapers 
and Periodicals Association. 
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BENDIX HOME ABORT 


WASHES... @INSES ... DAMP-DRIES .. . AUTOMATICALLY ae a) 


Bendix Home Appliances, South Bend, will use this copy in The Saturday Evening 
Post to start its holiday campaign for the Bendix Home Laundry. Also scheduled 
are dealer cooperative newspaper copy, direct mail and special window displays, 
all emphasizing the answer this appliance offers husbands on the gift problem. 
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32 ADVERTISING AGE 


November 21, 1933 


VITAL STATISTIC No. 1 TO YOUR DEALERS... 


| TOTAL 
\ IMPRESSIONS! 


HAT, to your retailers, is the most important single fact about your next 
campaign? 
You will find the answer in any sales portfolio, broadside or trade paper ad 
. . »« TOTAL NUMBER OF IMPRESSIONS! That is the fact most often used 
because it sticks the longest. Why? Because it is TANGIBLE; something every 
retailer understands. If you concede this point please consider that PREVUE 
Magazine gives you more than twice as many impressions to women consumers 
as any other woman’s magazine and at less than half the average base rate. 


Speaking about impressions, you can buy in Simplicity’s PREVUE which 
reaches 8,000,000 women each month 


96,000,000 impressions of 2 inches cost $ 9,938.89 


“th pg.“ 24,000.00 
“ “ +“ lord “ «6 43,200.00 
“ “ ““ \y ““ “ 62,400.00 
+ “ “ 2ords “ 4 86,400.00 
“ “ “ 1 “ 66 120,000.00 


But, of course, numbers do not tell the whole story. Naturally your dealers 
want evidence of reader interest. And here’s what you can tell them and what 
we are already pointing out to all types of retailers. 


Simplicity’s PREVUE Magazine was designed solely for the purpose of sell- 
ing merchandise to women. 


Simplicity PREV JE Mog 2zéne 


200 MADISON AVENUE, NEW YORK, N. Y....333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 
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REPRESENTATIVE SALESMAN 


It is distributed by the shrewdest retailers in the country because they know 
that every month its hot fashion news pulls millions of women out of their homes 
into the stores, and makes them buy. 


Each month through 8,000,000 copies are sold 4,000,000 dress patterns 
from 10c to 50c each! 


Women leave $8,000,000 a year on retail counters for one item alone 4 
a result of reading this magazine. 


Because looking attractive is a woman’s business, PREVUE contains the mos 
important news for women; news about what will make them more attractive 
next month. It is just as difficult for men to realize what fashion news means to 
women, as it is for women to understand what the stock ticker means to you. 


PREVUE’s a modest little book. We could make it better. We could make it 
too good—too expensive for its readers, too expensive for the stores, too expe 
sive for you. Let the class magazines do their job. We're in the business of 
delivering the largest number of selling messages to practical, intelligent, indu* 
trious women consumers in every city in this country where you operate. 
PREVUE reaches 8,000,000 such women. If they’re the kind of women yo 
want to reach and you want the most for the least, let us show you ““What Makes 
Women Buy ?’’, the most talked about marketing story of the year. 
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